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IRWIN Dealers are 
Getting the Business! 


“1 can sell you this ) 
IRWIN Expansive Bit 
for 14¢ LESS than you 
would pay Sears Roebuck 
oe ~~ no Ss ay) 
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RWIN’S one price to all, and policy of putting independent dealers 

in a position to meet any and all competition over their counter, is 
more than a sales policy. It’s the real reason why thousands of inde- 
pendent dealers are now getting the auger bit and screw driver business 
in their communities and getting it at their regular profit. 


EXPANSIVE BITS 14c LESS THAN SEARS ROEBUCK 
Because Irwin is so efficiently equipped and because we sell more 
Expansive Bits than anyone else in the world, including Sears Roebuck, 
we offer you Irwin’s new #5 and #6 Grade “E” Expansive Bits to sell 
over your counter for 75c—l4c less than Sears Roebuck asks f.o.b. 
Chicago. The #5 cuts from 5” to 11” —the #6 cuts from 7/” to 3”. 
‘ and money-maker for dealers. 





This is another Irwin “business-getter’ 
At 75c over your counter you can not only meet chain and catalog 


house competition, but beat it. Ask your jobber for Irwin #5 and #6 
Grade “E” Expansive Bits. He has them now. 





The IRWIN AUGER BIT Co. | 43 {2 eae 


this license have been according 


s . * —_ 
Wilmington, Ohio meee {2 7ubli ses policy on fle with 
The American Institute of Fair Competition. Inc 








We sell only through Independent Wholesaler- 
Retoiler channel. The Irwin Auger Bit Company 


Net Paid Circulation This Issue 20,019 





Gripped like steel in the jaws of a sturdy vise! That's how 
bristles are held in Wooster Brushes. Root ends are firmly 
imbedded in the rocklike base known as Foss-Setting... 
locked tight under the ferrule. You can guarantee Woosters 
against shedding, swelling and splitting. And, because the 
setting is applied at low temperatures, bristles remain soft and 
pliable, retain their natural oils. Here are brushes on which 
to build a permanent profitable business. Customer appeal 
...good profit margins... quick turnover...minimum stocks 


... all are yours when you sell Wooster Foss-Set Brushes! 


Ws 
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WOOSTER «: BRUSHES 


THE WOOSTER BRUSH COMPANY, WOOSTER, OHIO 












































“Ghis advertisement 
will appear in the 


aucun orviwn ot” “SOLD BY ALL HARDWARE DEALERS” 


Every advertisement in our striking national campaign sets forth the hardware 
dealer as the place to go to buy YALE Locks, Door Closers and other YALE prod- 
ucts. YALE confines its efforts to the hardware trade and maintains a policy of 
constant, active, thorough cooperation to increase your sales and profits. We 
ask only that you take full advantage of our efforts and our large advertising 
investment by displaying YALE products and suggesting them to your customers. 


THE YALE & TOWNE MFG. CO. 
STAMFORD, CONN,., U.S.A. 
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PUSHING UNKNOWN LINES 
IS A WASTE OF TIME AND 


ajcking @ 


in 4 


MONEY. 


RUBBERSET 


(TRADE-MARK) 
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RUBBERSET! 


Rubberset Paint Brushes... America’s most famous brand... 
bring you jig-time sales and big-time profits! 


ee tiga makes reputa- 
tion. Men have been talking 
Rubberset — hearing Rubberset — 
using Rubberset for two generations. 
When you offer a customer a Rub- 
berset Paint Brush, he knows it’s 
good. You make a sale and a profit 
with a minimum of argument and 
“sales talk.” 

Veteran hardware men need no 
introduction to Rubberset’s quality. 


They know from experience that 
Rubberset bristles, ferrules and han- 
dles are the finest in the trade. They 
know that no other ‘“‘set-in-rubber”’ 
paint brush is a genuine Rubberset 
Brush. The Rubberset Process an- 
chors bristles permanently in hard 
rubber. 

Dealers report amazing profit in- 
creases since the Rubberset Paint 
Brush line was simplified a year or 


so back. But there’s still a Rubberset 
size and model to take care of every 
and any job that confronts a painter. 

Lots of building—remodeling— 
“touching up’”’ going on nowadays. 
Plenty of golden profits for the paint 
or hardware dealer who stocks the 
paint brushes his customers want. 

Call your jobber today and get 
him to show you the profit-packed 
Rubberset line! 


RUBBERSET COMPANY 


(rRaDE-marx) 


PAINT BRUSH DIVISION—S56 FERRY STREET, 


Nn OW UN DER THE 


4 


OWNERS HI P Oo F 


NEWARK, N. J. @ 
BRisTtToOL-MYERS 


ESTABLISHED 1873 
co. 


HARDWARE AGE 





3 








wines 





set 


er. 


ys. 
nt 
he 
nt. 
ret 
ed 





90% 


REGULAR 
LINSEED OIL 


PPOLMER 


"100% hg 


LINSEED OIL 






10% 


HEAT TREATED 


(POLYMERIZED) 


LINSEED OIL 


POL-MER-:IK is the /Vew Linseed Oil 
that gives a Better Paint Job 


At no extra cost to you, would you like a linseed 
oil that will add extra quality to your work? 
An oil that makes paint level better, resulting 
in a smooth, even film of higher gloss and 
luster—a film that is tough, long-lasting and 
durable. | 

Try POL:-MER-IK, the new linseed oil that 
is far superior to regular raw or boiled. And 
remember this: POL-MER-IK is 100% pure 
linseed oil—nothing else—just 
the purest and finest linseed 
oil, POL:-MER-IK has qual- 


ities of greater value, because 


has been: heat-treated, that is, 


polymerized. 
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10% of this pure linseed oil Ln3EED 
Sisco 






Available in pints, quarts, one, two, five 


gallon containers and 50 gallon drums 


The 10% of heat-treated oil makes a better 
paint oil. POL-MER-IK has qualities no regu. 
lar linseed has. Countless tests, on the job, prove 
that paints with POL-MER-IK give better 
results. 

POL: MER IK is packaged in containers, sealed 
at the factory. Factory-sealing guarantees pur- 
ity. It is a protection against contamination and 
assurance that when you buy POL:-MER-IK, 
you get genurne POL-MER- 
IK, 100% pure linseed oil. 
POL: MER: IK is light in color 
as regular linseed oil. Use 
POL-MER:-IK the same way 
you've always used linseed oil, 
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and note the improved results. 


ARCHER DANIELS MIDLAND COMPANY 


MINNEAPOLIS, MINNESOTA 
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THIS ADVERTISEMENT APPEARING IN FULL COLOR IN LEADING MAGAZINES 
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THE WILLIAM DOWNIE COMPANY 
9500 Edmunds Ave., Cleveland, Ohio 


Mr. H. D. Whittlesey 
c/o The Sherwin-Williams Co. 


Dear Sir: 


. . . Your national campaign ad- 
vertisements are perhaps the best paint 
advertisements that I have ever seen, 
and we feel sure that it will create 
much business for you. ... 


Yours very truly, 
THE WILLIAM DOWNIE CO., 
Wm. Downie, Jr., Vice Pres. 


Al hte direct to the Sherwin-Williams. Co., 
1, Cleveland, Ohio. 
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LaREADING DIES MUST BE ACCURATE 


Bolts and nuts in all stand- 
ard and special shapes, sizes, 
alloys and finishes. Standard 
and special rivets of all kinds. 
Wire rope clips. Turnbuckles. 
Automotive and railroad spe- 
cial items. Headed and thread- 
ed products forevery use. Your 
specialties are our specialty. 


VISIT THE REPUBLIC EX- 
HIBIT AT THE GREAT LAKES 
EXPOSITION, CLEVELAND, 
OHIO, JUNE 27-—OCT. 4. 
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REPUBLIC 





Republic Steel 


CORPORATION 


GENERAL OFFICES:--CLEVELAND, OHIO 


WITHIN ONE THOUSANDTH OF AN. INCH 


e In the manufacture of Upson bolts, many little things: take place behind 


the scenes to insure perfection. Take roll threading dies as an example. 


The tool steel used in the die blocks is a special grade developed by Upson 
to give the greatest life. Blocks are machined to the requisite size. The 
threading forms, milled into the working surface of the blocks with suitable 
hobs, must be accurate to within less than a thousandth part of an inch to 
give the required accuracy to the threaded bolts that they will later produce. 
This careful work in the machine shop is necessary to produce the quality 
for which the Upson name is famous. 


When you examine a handful of Upson bolts, you see the results of Upson’s 
painstaking attention to the little things—every bolt with clean, sharp, full 
threads that run easily, withstand power wrenching, speed up production, 
hold tightly and save valuable time and money. 


It’s just such operations that you 
never think about that make 
Upson products precision prod- 
ucts—that make possible opera- 
tion on a production basis—that 
afford ‘better bolts at low cost. 


For quality headed and threaded 
products, specify Upson in your 
next order, and note the difference. 


UPSON NUT DIVISION 


When writing Republic Steel Corporation (or Steel & Tubes, Inc.) for further information, please address Department HA 








F1G.2700 


FIG.2739 





Time was, not so long ago, when the inspirational slogan 
“Running Water, Your Family Deserves It" meant little to 
many farmers, rural home owners and others living beyond 
the range of electric service. 


Today, the story is different. New rural lines everywhere. 
New extensions to old lines in numerous localities. The rapid 
expansion of electric service has changed the picture. The 
opportunity to have running water conveniences has be- 
come a reality for thousands who are now live prospects for 
water systems. 


Here is a new and wider market. A market so important 
and far reaching that Myers dealers everywhere are reap- 
ing the benefit of largely increased business and profits 


through the sale and installation of Myers Water Systems. 


If you are not already selling the Myers Line with a quality 
built dependable style for every requirement, now is the 
time for action. The fitness of Myers Water Systems to 
meet this and other markets is so clear and outstanding, 
that we urge you to write or wire us for catalog and com- 
plete information. 


THEF.E.MYERS & BRO. co. 


ASHLAND, OHIO. 


PUMPS-WATER SYSTEMS-HAY TOOLS-DOOR HANGERS 
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Toy DISPLAY AND Fait FAIR 
Watcu For DATE 
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—AND, THE GREAT LAKES EXPOSITION which will make your trip to 


Cleveland this summer a memorable one. 


Wy GEO. WORTHINGTON CO. 


cLEVEL AN De OH! O 
MODERN DISTRIBUTION FOR MODERN NEEDS 
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HOW ABOUT SOME EDISON 
MAZDA LAMPS FOR LIGHTING 
YOUR SUMMER PORCH AND 

GARDEN ?.. SIX OF THESE 60 
WATT LAMPS ARE ONLY 90 ¢ 














) HADN'T THOUGHT 

OF THAT !.. IT WILL 
BE FUN LIGHTING OUR 
GARDEN AT NIGHT ! 
































EDISON MAZDA LAMPS 
GENERAL @ ELECTRIC 


| items in your store . 


Your 
Customets 
NEED EDISON 

MAZDA LAMPS 


IN SUMMER, TOO! 


Remember that Edison Maza lamps pay you 
more profit per unit sale than many other 


. . the year round. 


, Summer should be a good season for selling 


lamps . . . especially when so many people are 


using lamps to light their porches, gardens, 


| and back-y ards. 


Now that the larger sized Mazpa lamps are 


| lower priced than ever, many of your customers 
; 

1 . . 

| will want to use these larger sizes for flood- 
| light installations for burglar protection, for 


| garages, homes, and summer homes. 


_ Remember, too, that Edison Mazpa lamp 


advertising continues to reach your customers 


during the summer months, urging them to 


| buy the kind of lamps that Stay Brighter 


Longer. Tie-in with it by displaying these 
lamps in your window .. . inside your store. 
Cash in by suggesting some of the many uses 
Edison Mazpa lamps have for summer light- 
ing. General Electric Company, Nela Park, 


Cleveland, Ohio. 


they stay 
brighter longer 
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“SEND OVER THE 
35 PAIRS OF 
STANLEY 241 BUTTS 
WE ORDERED FOR 
THE THOMPSON 







jos” 

























Use this window display and 
booklets to tell passers-by that 
your store is headquarters for 
Stanley Hardware. Ask for 
Stanley Hardware Display 
No. B95 and Booklets No. B78. 


THE START of a $100.9°%* ORDER 


Here’s how to make sure 


IT’S YOURS 


Stock Stanley Hardware. Identify your store 
by using the colorful window display, window 
banners and booklets which tie up with today’s 
most effective hardware advertising. Archi- 
tects, builders and owners recognize Stanley 
Hardware as the hardware that assures carefree 
service for every type of residence and garage 
doors. 


Get your display and booklets, now! Make sure 
these $100.00 orders are yours. 
* A minimum allowance for qual- 


ity hardware on any residence. 
Actual sale is usually more. 


THE STANLEY WORKS 
New Britain . . . Connecticut 
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Bits, 


Just 


Among 


Ourselves 


By CHARLES J. HEALE 
Editor, Hardware Age 


Patman Bill:— 


As reported in our last issue 
(See H. A., July 2, 1936, p. 47), 
the Robinson-Patman Bill was 
signed by the President on Satur- 
day, June 20, 1936. Immediately 
it became effective as a law. As 
it stands the bill is definitely a 
compromise, developed during a 
hectic controversy which lasted 
nearly a full year. Like most re- 
form legislation, this bill has a 
full share of clauses which are 
vague, and even ambiguous, and 
as such may be difficult of en- 
forcement. In principle this mea- 
sure represents a long step in the 
right direction. It merits the ap- 
proval and appreciation of all 
independent retailers. It is obvi- 
ously aimed at the unfair ad- 
vantages enjoyed for the past 
twenty-five years by chain and 
mail order distributors. For the 
guidance and information of our 
readers, the full text of the Rob- 
inson-Patman Bill is published in 
this issue on page 18. Also in 
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this issue, on this subject, are 
comments by Mr. Norvell and 
some legal opinions by compe- 
tent attorneys. More will follow 
in subsequent issues. Our readers 
were kept fully informed of the 
progress of this measure in its 
formative period and will like- 
wise be constantly and promptly 
informed on the further develop- 
ments which naturally must fol- 
low such a drastic legislative 
activity. Read the text of the bill, 
in this issue, on page 19. 


Origin :— 


This anti-price discrimination 
bill was originally sponsored by 
organized grocery wholesalers as 
a strictly anti-chain store mea- 
sure. In its early days its text 
specifically was directed against 
unfair practices in the distribu- 
tion of food products. As it stands 
this legislation applies to all 
lines. It provides a basic form 
of legislative machinery for curb- 
ing elements that have made 


chain, mail order and department 
store competition so serious to 
small retail merchants. It is not 
a cure-all and will undoubtedly 
be subjected to early litigation to 
settle its legality under the Con- 
stitution and to develop a legal- 
ized yardstick for the Federal 
Trade Commission to use in de- 
termining when, where, how and 
why any competitive advantage 


‘becomes unfair to a numerical 


majority when such practices or 
advantages become injurious to 
the general state of business 
health. Whatever the trend of 
such litigation, the Robinson-Pat- 
man Bill is a decisive victory for 
independent retailers, their first 
major victory promising any true 
legislative relief. 


Summary :— 


This is a difficult law to sum- 
marize. Basically it outlaws 
pseudo-advertising allowances 
and dummy brokerage fees, two 
outstanding methods by which 
price concessions were indirectly 
obtained by many types of large 
buyers to the marked disadvan- 
tage of smaller dealers. It out- 
laws discriminatory prices which 
tend to: create a monopoly, les- 
sen competition, or to destroy or 
prevent competition. The bill 
authorizes the Federal Trade 
Commission to fix quantity dis- 
count differentials and to place 
a definite limit on this form of 
price advantage. It requires that 
any advantages enjoyed by one 
group of customers must be avail- 
able to all other customers, and 
places guilt for violations equally 
on both buyer and seller. There 
is no provision which attempts 
to classify types of distributors, 
nor is there any clause leading to 
functional differentials which 
would afford extra protection and 
advantage to wholesalers. The 
anti-basing point clause has also 
been eliminated. All provisions 
are broadly expressed in legal 
phraseology which will require 
judicial decisions before an ac- 
curate interpretive basis is estab- 
lished to enforce this law. 


Opposition :— 


The violent opposition to the 
entire Robinson-Patman Bill, be- 
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WANTED... 


12 Hardware Dealers 
To Serve On a Jury 


The case before you is the POPULARITY of 
Union Hardware — vs. — other brands of roller 
skates. For evidence let us consult the differ- 






















ent Hardware Jobbers’ Catalogs. 


In a recent check-up of 70 of these catalogs, which 
included the leading Hardware Jobbers of the U. S., 


64 Jobbers listed and carried Union Hardware Roller 
Skates—33 of these Jobbers carried 


UNION HARDWARE 


Ball- Bearing 





EXCLUSIVELY. The brand of 
roller skates that stood’ second ‘high- 
est on the list was carried by 14 job- 
bers. The brand that ranked third 
highest was carried by 11 Jobbers. 
Only 4 Jobbers carried any ONE 
other brand exclusively. 


The point to consider is that the 
POPULARITY of merchandise is 
determined by the DEMAND— 


Hardware Jobbers do not carry roller 
skates or other goods for which there 


















Extension Roller Skates 


is no Retail demand. And in ‘turn, 
Hardware Dealers do not carry 
brands of roller skates for which there 
is no customer, or consumer demand. 


Gentlemen of the jury—be governed 
by the facts—if you consider the list- 
ings of 64 out of 70 Hardware Jobbers 
a sufficient majority to prove the 
POPULARITY of ONE brand of 
roller skates over other brands—ren- 
der your verdict accordingly. Thank 
you! 


Patterns for boys and girls, men, womer and children of all ages. 


YOUR JOBBER WILL SUPPLY YOU 


Send for Catalog No. 15. It illustrates and describes the complete line. 


HARDWARE COMPANY 


GS EWE aw EY 
For’ Men smeod-0-1) ich xe) B CONN. 
No. 130 L NEW YORK OFFICE ISI CHAMBERS STREET 


For Women 
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fore and since its final passage, 
offers eloquent testimony that it 
does have some teeth and some 
potential benefits to independent 
retailers. Chain store, mail order 
and department store interests 
have flayed this entire legislative 
activity, claiming it will lead to 
higher prices to the consumer. 
If taking away unearned price 
advantages will require higher 
selling prices, then, obviously, 
this is a proper and economic 
procedure. It implies that these 
large competitors have admitted 
advantages not merited by their 
alleged costs-saving methods. And 
that, forced by law, to meet the 
same conditions as independents, 
can no longer successfully under- 
sell the independents. The roll 
call of this law’s opponents is 
alone sufficient to recommend it 
to independents. It is further 
proof, as often contended in these 
pages, that the lower prices en- 
joyed by large interests were only 
possible through loaded costs 
forced on the independent dis- 
tributors handling an estimated 
70 per cent of all goods sold in 
this country. 


Parity :— 


If the Robinson-Patman, Bill is 
sustained in court, it promises a 
parity for all distributors of all 
merchandise. Taken literally (de- 
spite its admitted broadly ex- 
pressed provisions), a manufac- 
turer offering any kind of price 
advantage, directly or indirectly, 
must offer the same to all cus- 
tomers. The “quantity” alibi will 
be under control of the FTC 
under this new law. That body 
is empowered to decide what con- 
stitutes a savings in the increased 
quantity of individual shipments 
and orders and how much. There 
must be legal strength to these 
clauses or the law’s opponents 
would merely institute a so-called 
“friendly law-suit,” such as has 
been used successfully to invali- 
date so many state fair trade 
bills during the past year. These 
“offers” would include advance 
datings, anticipated discounts, 
advertising allowances, display 
allowances, demonstration fees, 
packaging, and presumably rela- 
tive finishing and labeling, all 
of which have been factors in 
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dodging direct preferential prices 
in the past. 


Outcome :— 


The outcome will definitely be 
decided in court. If the law is 
declared Constitutional, it is fair 
to presume that manufacturers 
may align themselves with types 
or groups of distributors, either 
chain or independent, and con- 
centrate their sales within the 
group selected. The law very 
definitely permits the seller to 
select his customers. 


First Move :— 


The first move toward utilizing 
the Robinson-Patman Bill, or ob- 
serving it, must come from pro- 
ducers. This is even more true 
of the first violations, deliberate 
or otherwise. As the drug and 
grocery fields have been particu- 
larly active and articulate on this 
measure and related state fair 
trade bills, it is likely that the 
first test case will come from one 
or both of these fields. The de- 
cision will, of course, effect all 
fields and determine the usefulness 
of the Robinson-Patman Bill. 
Until a test case has been decided, 
the benefits of this legislation will 
come largely from voluntary ob- 
servance of the spirit of the law 
on the part of manufacturers. In 
the meantime the value of the 
legislation is largely speculative, 
with hope running high for relief 
from unfair competitive condi- 
tions faced by independent dis- 
tributors. 


Loopholes :— 


Even to those of us who are 
without legal training, it is quite 
clear that the old bugaboo of 
quantity differentials is at best 
only curbed and not eliminated. 
Here again an official decision is 
required to provide a workable 
yardstick. At an early date some 
test case is likely to come before 
the Federal Trade Commission. 
We can, however, definitely hope 
for a more economic and unpreju- 
diced basis for determining quan- 
tity price advantage, in that the 
intent of the Robinson-Patman 
Bill is to curb obviously unfair 
advantages which have been en- 
joyed by quantity buyers far in 





excess of the savings in costs 
which were claimed. 


Vigilance :— 


For the time being distributors 
can do little to precipitate con- 
clusive interpretations. Business 
papers and trade organizations 
will all watch very closely the 
developments incident to this 
legislation, reporting legal and 
business opinions as_ available. 
The Robinson-Patman Bill marks 
a new era of opportunity for pro- 
tecting the future security of 
legitimate independent businesses. 
It imposes upon business publica- 
tions and trade organizations the 
need for unprecedented vigilance. 
In this respect the entire hard- 
ware industry can be sure that it 
will be well served by both ser- 
vice groups mentioned. 


Bonus Money :— 


Bonus payments totaling two 
billion dollars are being made to 
3,500,000 World War veterans. 
Asking the interesting question, 
“How much is $2,000,000,000?” 
the United States News answers 
this way: “More than all wages 
and salaries paid by railroads in 
1935, totaling $1,888,000,000. 
More than all wages paid on 
work relief projects in 1935, 
totaling $1,300,000,000. More 
than all wages and salaries paid 
by the mining industry in 1935, 
totaling $896,000,000. More than 
all Federal pay rolls in 1935, 
which, including the military ser- 
vices, totaled $1,700,000,000. 
More than all wages and salaries 
paid in 1935 by public utilities, 
which totaled $1,795,000,000.” 
This paper also points out that 
if 1% inches were allowed for 
each silver dollar, then the two 
billion bonus dollars (if in sil- 
ver), laid side by side, would 
encircle the globe twice. That’s a 
lot of money, much of which will 
be spent quickly for needed per- 
sonal and home equipment. The 
automobile industry expects, and 
is getting, a huge share of this 
bonus money and made one of the 
earliest starts to obtain a big 
share. So did the clothing trade 
and, fortunately, so did many 
hundreds of real estate and home 
building organizations. 
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Together They Fight 


for Hardware Stores’ Full Consumer Recognition 


Four Santa Monica, 
California, dealers 
pool their advertis- 
ing appropriations 
to get their share of 
consumers’ atten- 


tion. 




















| CHARLES & SONS 
NOONAN 








This ad, 4 columns by 16 inches, is 
typical of those used by four cooperat- 
ing hardware dealers to popularize 
the hardware source of supply. 
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WM. QUANDT 


UT-THROAT advertising, so 
C far as four Santa Monica, 
California, hardware deal- 

ers are concerned, does not exist. 
Through the medium of coopera- 
tive advertising this quartet known 
locally as Noonan’s, Nittinger’s, 
Quandt’s, and C. H. Charles and 
Sons is solving the problem that 
confronts innumerable merchants 
today: How to make the public 
more “hardware store conscious?” 
The grocer sells brooms and 
garbage cans; the druggist han- 
dles flashlights; and the five-and- 
ten displays counter after counter 
of screws, bolts, locks, etc. Even 
the asbestos toasters and heavy 
waffle irons that used to sit on 





ROBT. NITTINGER 


GEO. NOONAN 


top of the kitchen stove have 
gone modern and beckon allur- 
ingly from the windows of an 
electrical shop. 

But every hardware man knows 
that story. 

The housewife is not entirely 
to blame for this situation. “Hard- 
ware” to her signifies exactly 
what the dictionary says, “Manu- 
factured articles of metal,” par- 
ticularly those of iron and steel, 
i.e., nails, hammers, bolts, etc. Her 
own hardware needs, she thinks, 
are few. On the other hand, she 
goes to the grocery store every 
day or so. 

“Did you see our brooms?” the 

(Continued on page 68) 
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The Robinson-Patman Anti-Price- 
Discrimination Law 


By SAUNDERS NORVELL 


(Note: The Text of the Robinson-Patman Bill follows this article ) 


HE Robinson-Patman 

; Anti - Price - Discrimination 
bill has been passed by Con- 

gress, signed by the President and 
is now part of the law of the land. 
The importance of this victory for 
the little man, the small buyer, 
the independent, is not only in the 
fact that this law protects him in 
the commercial struggle against 
the large buyer, against secret re- 
bates, against secret unfair dis- 
crimination and special deals, but 
beyond that, the passing of this 
law indicates to all merchants who 
are watching the course of events, 
a change in the spirit of the times. 
Small merchants, independents, 
and small manufacturers, their 
salesmen and agents had almost 
given up hope that .anything 
would ever be done to curb the 
advantages that were obtained by 
mail order houses, chain stores 
and other mass buyers just by the 
weight of their orders. Naturally, 
in times of depression when manu- 
facturers sorely needed business to 
keep their factories running (in 
the buyers’ market we have had 
the past few years) it was almost 
impossible to resist the temptation 
of these large orders to be fol- 
lowed by immediate cash pay- 
ments and even in many cases 
with cash payments in advance of 
shipment. The small dealers in all 
lines, the jobbers and many small 
manufacturers were sorely discour- 
aged, but nevertheless they kept 
on. fighting. They organized. They 
told their story to their represen- 
tatives in their states, in Con- 
gress, in the Senate. Then there 
were Federal investigations and 
both manufacturers and _ these 
large buyers under oath told 
stories of special rebates, of ad- 
vertising allowances, of cash paid 
for advertising whether there was 
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advertising or not, of special 
quantity prices. They built up a 
mass of evidence that made it ap- 
parent to any fair-minded man 
that the average merchant and 
manufacturer in the country was 
not receiving a square deal, and 
if this state of affairs continued 
without remedy, there would be 
further concentration of business 
in the hands of a few great corpo- 
rations and the death knell of in- 
dividualism and independent ini- 
tiative. 

Therefore we state that the most 
heartening thing about the pass- 
ing of this Robinson-Patman bill, 
notwithstanding its amendments, 
notwithstanding that the indepen- 
dent dealer did not receive all he 
asked for, is that it has at least 
shown a great change in the think- 
ing of the times, and this thinking 
simply means that the success and 
prosperity of millions of small 
dealers and thousands of small 
manufacturers is of more impor- 
tance to the welfare of this coun- 
try than the building up of larger 
and larger aggregations of indus- 
trial capital when this building is 
not based on the efficiency and 
merit of such concerns but upon 
the advantages they have squeezed 
out for themselves from distressed 
manufacturers. 


Must Be Analyzed 


Naturally the Robinson-Patman 
bill must now be analyzed. Its 
provisions must be carefully 
studied. The intent and purpose 
of the wording of the law must be 
applied to practical buying and 
selling. No doubt the interpreta- 
tion of this law and its enforce- 
ment will be opposed by very 
powerful wealthy interests, the 
same interests who so powerfully 


opposed the passage of the bill. 
The passage of this bill is a great 
victory for the rank and file of 
American business. But it must 
not be forgotten that while this 
is a great victory, while the enemy 
have been surprised and demoral- 
ized momentarily by what has 
happened, now in the application 
of this law will come the mopping 
up that will assure the indepen- 
dent dealers receiving and enjoy- 
ing the full fruits of their victory. 

The object of the bill, in the 
words of Representative Wright 
Patman, “is to give equal rights, 
equal privileges and equal bene- 
fits to all alike. A few rich, power- 
ful organizations by reason of 
their size and ability to coerce 
and intimidate manufacturers have 
forced those manufacturers to give 
their goods at lower prices than 
they have given them to indepen- 
dent merchants under the same 
and similar circumstances and for 
the same quantities of goods.” 

From reports this office has re- 
ceived,from Washington, it would 
seem that the hardware industry 
can thank the organized retail 
grocers and the organized drug- 
gists for the tremendous effort 
they have put forth in helping put 
over this bill. While the hardware 
trade will largely benefit from this 
bill, it does seem strange that, as 
a trade, the hardware dealers have 
not put up an organized concen- 
trated fight like these other indus- 
tries. A debt of gratitude is espe- 
cially due Representative Wright 
Patman, who hails from a small 
town in Texas. The writer has 
had the pleasure of meeting Rep- 
resentative Patman, and on sev- 
eral occasions has talked over this 
bill with him. 

As the outstanding advocate of 
the measure Mr. Patman has been 
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subjected by some of these large 
interests to personal ridicule both 
in print and by word of mouth. 
The writer attended a convention 
here in New York where Mr. Pat- 
man spoke at considerable length 
about his bill. At that time it was 
considered by merchants at the 
convention that the bill was al- 
most a forlorn hope. Speakers 
representing some of the mass 
buyers of the country devoted most 


of their reply to Mr. Patman to. 


personal ridicule. They questioned 
his facts and figures. They even 
went to the extent of listing the 
retail merchants in his home town 
and presenting figures to prove 
that there were more independent 
retail merchants in his town today 
than there were ten years ago. 
They attempted to prove that these 
merchants were not especially in- 
jured by their competitors who 
were enjoying the special rebates 
and special prices. They based 
their arguments upon the lack 
of efficiency of the independent 
dealer and the great efficiency of 
the mail order houses and chain 
stores. In other words, they up- 
held the contention that mail 
order houses and chain stores 
were modern developments and 
the independent retailer had no 
more right to oppose them than 
the hand workers years ago in 
England had the right by strikes 
and violence to attempt to stop 
the introduction of labor-saving 
machinery. 


Special Advantages 


The real point of the argument 
against these protagonists of con- 
centrated buying was the advan- 
tages they received in inside 
prices, special rebates, advertising 
allowances, etc. As Representa- 
tive Patman well said on the oc- 
casion to which I refer: “No game 
is a square game unless all of the 
players play according to the same 
tules with the same advantages 
and the same penalties. Any card 
game where the cards are marked 
or the dealer is permitted to deal 
from the bottom of the deck is not 
a square game and the honest 
player does not have a China- 
man’s chance to win.” 

Now this battle is over. Both 
Senator Robinson and Represen- 
tative Patman deserve not only 
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the thanks of the smaller mer- 
chants and manufacturers all over 
the country, but they also deserve 
the thanks of all American citi- 
zens who stand for a square deal 
for all, without special privileges 
to a favored few. 

Attention now turns to the Fed- 
eral Trade Commission to watch 
for the first action under the new 
law. The law became effective im- 
mediately upon its signing by 
President Roosevelt. It does not 
require promulgation of any rules 
and regulations by the FTC, nor 
any change in the commission’s 
present procedure. 


° Testing the Act 


Final action can’t be taken by 
the FTC against any person ac- 
cused of violating the law without 
a full public hearing under the 
commission’s regular procedure. 
Full recourse to the courts may be 
had by any person against whom 
a complaint is issued by the FTC, 
and it is considered likely here 
that the act will be tested in the 
courts at a fairly early date, with 
the United States Supreme Court 
eventually ruling upon the consti- 
tutionality of the new law. 

The criminal provisions of the 
new law, embodied in the Borah- 
Van Nuys section, are enforceable 
by any United States attorney in 
the country. These officials, of 
course, will act only after sub- 
stantial evidence is presented to 
them of violation. The criminal 
penalty applies only to convic- 
tions under the Borah-Van Nuys 
section of the law, no penalty 
being provided for violation of a 
Federal Trade Commission cease 
and desist order. The FTC, how- 
ever, has authority to apply to the 
federal circuit courts of appeal 
for enforcement orders. If an en- 
forcement order is issued by a 
federal court its violation will be 
a criminal offense. 

The expectation is that the FTC 
will move cautiously in applying 
the provisions of the new law, but 
that a test case will be entered 
into as soon as the commission 
has evidence that the law actually 
is violated. Under the commis- 
sion’s procedure it makes a pre- 
liminary secret investigation upon 
receipt of a complaint. If this pre- 
liminary investigation reveals suf- 


ficient evidence of violation to 
substantiate a formal complaint 
the commission issues one. The 
matter then becomes public and 
the respondent is entitled to a 
public hearing, and to appeal to 
the courts if the final outcome 
before the FTC is adverse to him. 

The failure of the Tydings-Dies 
National fair trade enabling act 
which was defeated because of 
lack of time for consideration in 
the House, is to be regretted. How- 
ever, it is expected that a drive 
for the passage of this legislation 
will be started immediately upon 
the convening of the 75th con- 
gress next January, and assur- 
ances have been given that mem- 
bers sympathetic to the retailers 
will take it up vigorously shortly 
after the next session opens, with 
a view to expediting its passage. 

The 74th Congress was nota- 
ble for its investigation of chain 
stores, undertaken by a special 
House committee under the chair- 
manship of Representative Pat- 
man. This committee unearthed 
evidence which startled all the 
business men of the country. These 
revelations led to a full apprecia- 
tion of a situation that was so 
unfair and unjust that it was sim- 
ply intolerable. It was seen clearly 
by all men interested in business 
that such flagrant methods could 
not continue without far-reaching 
and serious results to the entire 
financial, manufacturing and dis- 
tributing interests of the country. 


Litigation Predicted 
The National Retail Dry Goods 


Association declared recently that 
the Robinson-Patman law would 
lead to considerable litigation just 
as soon as the Federal Trade Com- 
mission attempts to limit quantity 
discounts. Reviewing the prob- 
lems that the new law has raised 
for department and _ specialty 
stores, the Association decided it 
would be many years before the 
exact application of the measure 
will be finally determined. 

In a bulletin issued by the Na- 
tional Retail Dry Goods Associa- 
tion, they say that wholesalers 
need feel no apprehension regard- 
ing their status under the new law, 
that nothing in the law will inter- 
fere with the granting or receiving 

(Continued on page 72) 
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Text of the Robinson-Patman Bill 


AN ACT 


To amend section 2 of the Act 
entitled “An Act to supplement 
existing laws against unlawful re- 
straints and monopolies, and for 
other purposes,” approved October 
15, 1914, as amended (U. S. C., 
title 15, sec. 13), and for other 
purposes. 


Be it enacted by the Senate and 
House of Representatives of the 
United States of America in Con. 
gress assembled, That section 2 of 
the Act entitled “An Act to supple- 
ment existing laws against unlawful 
restraints and monopolies, and for 
other purposes,” approved Octobe: 
15, 1914, as amended (U. S. C., title 
15, sec 13), is amended to read as 
follows: 

“Sec. 2. (a) That it shall be un- 
lawful for any person engaged in 
commerce, in the course of such 
commerce, either directly or indi- 
rectly, to discriminate in price be- 
tween different purchasers of com- 
modities of like grade and quality, 
where either or any of the pur- 
chases involved in such discrimina- 
tion are in commerce, where such 
commodities are sold for use, con- 
sumption, or resale within the 
United States or any Territory 
thereof or the District of Columbia 
or any insular possession or other 
place under the jurisdiction of the 
United States, and where the effect 
of such discrimination may be sub- 
stantially to lessen competition or 
tend to create a monopoly in any 
line of commerce, or to injure, de- 
stroy, or prevent competition with 
any person who either grants or 
knowingly receives the benefit of 
such discrimination, or with custom- 
ers of either of them: Provided, 
That nothing herein contained shall 
prevent differentials which make 
only due allowance for differences 
in the cost of manufacture, sale, or 
delivery resulting from the differing 
methods or quantities in which such 
commodities are to such purchasers 
sold or delivered: Provided, how- 
ever, That the Federal Trade Com- 
mission may, after due investigation 
and hearing to all interested parties, 
fix and establish quantity limits, 
and revise the same as it finds neces- 
sary, as to particular commodities 
or classses of commodities, where it 
finds that available purchasers in 
greater quantities are so few as 
to render differentials on account 
thereof unjustly discriminatory or 
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promotive of monopoly in any line 
of commerce; and the foregoing 
shall then not be construed to per- 
mit differentials based on differences 
in quantities greater than those so 
fixed and established: And provided 
further, That nothing herein con- 
tained shall prevent persons en- 
gaged in selling goods, wares, or 
merchandise in commerce from se- 
lecting their own customers in bona 
fide transactions and not in restraint 
of trade: And provided further, That 
nothing herein contained shall pre- 
vent price changes from time to time 
where in response to changing con- 
ditions affecting the market for or 
the marketability of the goods con- 
cerned, such as but not limited to 
actual or imminent deterioration of 
perishable goods, obsolescence of 
seasonal goods, distress sales under 
court process, or sales in good faith 
in discontinuance of business in the 
goods concerned. 

“(b) Upon proof being made, at 
any hearing on a complaint under 
this section, that there has been dis- 
crimination in price or services or 
facilities furnished, the burden of 
rebutting the prima-facie case thus 
made by showing justification shall 
be upon the person charged with a 
violation of this section, and unless 
justification shall be affirmatively 
shown, the Commission is authorized 
to issue an order terminating the 
discrimination: Provided, however, 
That nothing herein contained shall 
prevent a seller rebutting the prima- 
facie case thus made by showing 
that his lower price or the furnish- 
ing of services or facilities to any 
purchaser or purchasers was made 
in good faith to meet an equally low 
price of a competitor, or the services 
or facilities furnished by a com- 
petitor. 

“(c) That it shall be unlawful for 
any person engaged in commerce, in 
the course of such commerce, to pay 
or grant, or to receive or accept, 
anything of value as a commission, 
brokerage, or other compensation, 
or any allowance or discount in lieu 
thereof, except for services rendered 
in connection with the sale or pur- 
chase of goods, wares, or merchan- 
dise, either to the other party to such 
transaction or to an agent, repre- 
sentative, or other intermediary 
therein where such intermediary is 
acting in fact for or in behalf, or is 
subject to the direct or indirect con- 
trol, of any party to such transaction 
other than the person by whom such 


compensation is so granted or paid. 

“(d) That it shall be unlawful 
for any person engaged in commerce 
to pay or contract for the payment 
of anything of value to or for the 
benefit of a customer of such person 
in the course of such commerce as 
compensation or in consideration for 
any services or facilities furnished 
by or through such customer in con- 
nection with the processing, han- 
dling, sale, or offering for sale of 
any products or commodities manu- 
factured, sold, or offered for sale by 
such persons, unless such payment 
or consideration is available on pro- 
portionally equal terms to all other 
customers competing in the distri- 
bution of such products or com- 
modities. 

“(e) That it shall be unlawful 
for any person to discriminate in 
favor of one purchaser against an- 
other purchaser or purchasers of a 
commodity bought for resale, with 
or without processing, by contract- 
ing to furnish or furnishing, or by 
contributing to the furnishing ol. 
any services or facilities connected 
with the processing, handling, sale, 
or offering for sale of such com. 
modity so purchased upon terms not 
accorded to all purchasers on pro- 
portionally equal terms. 

“(f) That it shall be unlawful for 
any person engaged in commerce, in 
the course of such commerce, know- 
ingly to induce or receive a discrimi- 
nation in price which is prohibited 
by this section.” 

Sec. 2. That nothing herein con- 
tained shall affect rights of action 
arising, er litigation pending, or or- 
ders of the Federal Trade Commis- 
sion issued and in effect or pending 
on review, based on section 2 of said 
Act of October 15, 1914, prior to the 
effective date of this amendatory 
Act: Provided, That where, prior to 
the effective date of this amendatory 
Act, the Federal Trade Commission 
has issued an order requiring any 
person to cease and desist from a 
violation of section 2 of said Act of 
October 15, 1914, and such order is 
pending on review or is in effect, 
either as issued or as affirmed or 
modified by a court of competent 
jurisdiction, and the Commission 
shall have reason to believe that 
such person has committed, used or 
carried on, since the effective date 
of this amendatory Act, or is com- 
mitting, using or carrying on, any 
act, practice or method in violation 
of any of the provisions of said sec- 
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tion 2 as amended by this Act, it 
may reopen such original proceed- 
ing and may issue and serve upon 
such person its complaint, supple- 
mentary to the original complaint, 
stating its charges in that respect. 
Thereupon the same _ proceedings 
shall be had upon such supplemen- 
tary complaint as provided in sec- 
tion 11 of said Act of October 15, 
1914. If upon such hearing the Com- 
mission shall be of the opinion that 
any act, practice, or method charged 
in said supplementary complaint has 
been committed, used, or carried on 
since the effective date of this 
amendatory Act, or is being com- 
mitted, used or carried on, in viola- 
tion of said section 2 as amended 
by this Act, it shall make a repert 
in writing in which it shall state its 
findings as to the facts and shall 
issue and serve upon such person its 
order modifying or amending its 
original order to include any addi- 
tional violations of law so found. 
Thereafter the provisions of section 
11 of said Act of October 15, 1914, 
as to review and enforcement of 
orders of the Commission shall in 
all things apply to such modified 
or amended order. If upon review 
as provided in said section 11] the 
court shall set aside such modified 
or amended order, the original order 
shall not be affected thereby, but it 
shall he and remain in force and 
effect as fully and to the same ex- 
tent as i: such supplementary pro- 
ceedings had not been taken. 

Sec. 3. It shall be unlawful for 
any person engaged in commerce, 
in the course of such commerce, to 
be a party to, or assist in, any trans- 
action of sale, or contract to sell, 
which discriminates to his knowl- 
edge against competitors of the pur- 
chaser, in that, any discount, rebate, 
allowance, or advertising service 
charge is granted to the purchaser 
over and above any discount, rebate, 
allowance, or advertising service 
charge available at the time of such 
transaction to said competitors in 
respect of a sale of goods of like 
grade, quality, and quantity; to sell, 
or contract to sell, goods in any 
part of the United States at prices 
lower than those exacted by said 
person elsewhere in the United 
States for the purpose of destroying 
competition, or eliminating a com- 
petitor in such part of the United 
States; or, to sell, or contract to 
sell, goods at unreasonably low 
prices for the purpose of destroying 
competition or eliminating a com- 
petitor. 

_-Any person violating any of the 
provisions of this section shall, upon 
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conviction thereof, be fined not more 
than $5000 or imprisoned not more 
than one year, or both. 

Sec. 4. Nothing in this act shall 
prevent a cooperative association 
from returning to its members, pro- 





ducers, or consumers the whole, or 
any part of, the net earnings or sur- 
plus resulting from its trading oper- 
ations, in proportion to their pur- 
chases or sales from, to, or through 
the association. 





Legal Opinions on 10 Vital Questions 
On the Robinson-Patman Bill 


A letter from J. W. McWilliams, Philadelphia attorney, in 
answer to 10 questions submitted by Geo. A. Fernley, secre- 
tary-treasurer, National Wholesale Hardware Association. 


Dear Mr. FERNLEY: 

In reply to the questions you have 
submitted to me regarding the Rob- 
inson-Patman Act, I wish to preface 
my views by calling attention to the 
fact that the law, as finally enacted, 
is the result of an attempt to fuse 
into one Law in the final hours of 
Congress several bills intended to 
prevent discrimination in favor of 
large buyers, particularly the mail 
order catalog houses and chain 
stores. 

As a result of the attempt to merge 
these several measures into one Law, 
there are certain provisions which 
overlap and it is difficult to de- 
termine in advance of interpretations 
by the United States Courts just how 
these overlapping sections will be 
applied to specific business transac- 
tions. 

For example, Section 2(a) declares 
price discrimination between differ- 
ent purchasers unlawful where its 
effect may be to substantially lessen 
competition, tend to create a monop- 
oly or injure, destroy or prevent 
competition with the person who 
benefits from such discrimination or 
with his customers. In other words, 
discrimination is unlawful where the 
above stated effects are produced. 

Section 3, on the other hand, 
makes it unlawful for anyone to be 
a party to or assist in “any transac- 
tion” which discriminates to his 
knowledge against competitors of the 
purchaser by granting any rebate, 
discount, allowance or advertising 
service charge to the purchaser over 
and above similar allowances “avail- 
able at the time of such transaction 
to competitors.” 

It seems probable that in apply- 
ing the law to specific transactions, 
the courts will keep in mind the pur- 
pose of Congress and will consider 
these two sections together rather 
than attempt to apply them sepa- 
rately, and the answers to the ques- 
tions you submit are, in several in- 





stances, given you with that thought 
in mind. The questions you sub- 
mitted and my answers are as fol- 
lows: 

QUESTION 1—Can a manufac- 
turer select or determine the individ- 
ual customers or classes of custom- 
ers to whom he will sell? Can he 
decide to sell exclusively to whole- 
sale distributors? 

ANSWER—Yes, Section 2(a) 
specifically covers this point by de- 
claring “that nothing herein con- 
tained shall prevent persons engaged 
in selling goods, wares or merchan- 
dise in commerce from selecting 
their own customers in bona fide 
transactions and not in restraint of 
trade.” 

QUESTION 2—Can manufactur- 
ers establish functional differentials 
favorable to wholesale distributors? 
For example, where Manufacturer 
“X” sells 90% of his output to whole- 
sale distributors and 10% to retailers 
(or industrial consumers), can he 
charge the retailer (or industrial 
consumer) a higher price than he 
charges the wholesaler on identical 
purchases? 

ANSWER—It is my opinion that 
a differential based on function in 
favor of wholesale distributors as 
against the retailer (or industrial 
consumer) and not based on lower 
cost of manufacturing or distribu- 
tion, would not be in violation of the 
law as they are not competitors, and 
such a differential would not tend 
to lessen competition, create a mo- 
nopoly or injure, destroy or prevent 
competition as there is an economic 
justification for such differentials. 
Wholesalers are competing with each 
other and not with retailers. Com- 
petition is not lessened because of a 
price differential favorable to the 
wholesaler, nor will such a differ- 
ential lessen the competition between 
retail customers of wholesalers or 
the retail customers of manufactur- 

(Continued on page 46) 
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How To Sell The Schools 


—an ever-growing market for many lines regularly 
carried in the average retail hardware store. Best 
results come from active outside selling activities. 


HE tremendous impetus 
given the development of 
schools in this country since 

the World War period both in 
increased curriculum and new 
construction staggers the imagi- 
nation. During the boom period 
of the twenties new school build- 
ings and additions to old schools 
blossomed full grown almost over 
night. Budgets expanded. City 
fathers and town boards were 
generous. Taxpayers demanded 
better facilities and more modern 
teaching methods for their chil- 
dren. Those things which later, 
when economy seemed necessary, 
became frills and knick knacks, 
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By JOSEPH L. ERNST 


Purchasing Agent, Board of Educa- 

tion, Rochester, N. Y. A former retail 

hardware merchant in that city, who 

sees the opportunities from both sides 
of the picture. 


during easy money time took on 
an important modern trend. Night 
schools flourished and proved a 
boon to thousands whose early 
education had either been neg- 
lected or through necessity cut 
short. 

Since the depression, on account 
of reduced appropriations, there 
has been a halt in construction 
and a curtailment in educational 
functions. But with the passing of 
the last half decade there will now 


begin an era of replacement of 
antiquated buildings and worn-out 
equipment. The PWA program of 
the Federal government over the 
past two years encouraged plans 
for many new school structures. 
Some are now completed and 
others are under construction at 
this writing. In the PWA office 
in one of our large cities more 
than seventy large school projects 
have been handled under govern- 
ment subsidy. The new Public 
Works grant will see the erection 
of hundreds of schools throughout 
the country. In 16 counties of 
western New York 38 school proj- 
ects have already been approved, 
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and several times that number 
planned for the immediate future. 
This will mean business, much 
new business, and a good share 
should find its way into the stores 
of active hardware merchants. 
Schools are large users of equip- 
ment and supplies that the hard- 
ware man stocks or can easily 
procure. It is granted that a large 
bulk of educational material is 
made up of desks, paper, ink and 
other items that readily come to 
mind when one thinks of school. 
But schools nowadays mean more 
than just four walls and the study- 
ing of reading, ’riting and ’rith- 
metic. Secondary, or high schools, 
in even the smaller towns have 
classes in art, manual training and 
shop practice, and of course in 
the large cities such schools give 
quite complete training in tech- 
nical and vocational trades and 
professions. Teachers and students 
in all classes of technical training 
use instruments and tools nor- 
mally classified as hardware. 


Go After It 


However, the educational phase 
of schools and school building is 
only one department that should 
be followed by the alert hardware 
man. School buildings in their 
erection use a great deal of hard- 
ware, and again in their main- 
tenance require much material 
that the hardware store can and 
should furnish. Do not, however, 
wait for the business to come to 
you. Go after it the way merchants 
in other lines follow prospects. If 
you wait, some out-of-town sales- 
man representing a “school sup- 
ply house” will come into your 
territory and carry off an order 
for a bill of goods that you could 
just as easily and profitably have 
sold. Don’t blame the school 
buyer, the instructor or the jani- 
tor if an order is placed with a 
live-wire chap who shows he wants 
business. A little more personal 
interest on your part and an oc- 
casional contact acquainting the 
school authorities with what you 
can furnish will pay you divi- 
dends. Most buyers would much 
prefer to buy locally, but alas, too 
often the local suppliers are not 
on their toes and let the business 
slip through lack of initiative or 
salesmanship, or worse, through 


downright indifference. Much of 
the business that goes “out of 
town” could be kept at home eas- 
ily and with profit by the local 
dealer. 

Don’t “Crab” 


Don’t be the crabbing critic 
when you learn AFTER the order 
has been placed that your home 
town school bought a bill of tools 
or hardware supplies from the 
big-city salesman instead of from 
you. And don’t sulk when an out- 
side house horns in and takes an 
order. Perhaps at least half of 
the blame is due to your own neg- 
lect. It is part of your job to keep 
in touch with your prospective 
clients, to know first hand when 
supplies will be needed, and you 
are carelessly remiss on your job 
if you do not have this informa- 
tion. Go after the cream instead 
of being satisfied with skim milk. 
You are on the ground floor and 
are a local taxpayer. Your school 
authorities should welcome your 
calls, your suggestions, and in- 
formation from you on new 
goods. But show them that you 
are on the job. 

Grammar or elementary schools 
need maintenance supplies. High 
schools have demand for janitor’s 
and engineer’s equipment, and 
supplies for laboratories, classes 
and shops. Vocational and tech- 
nical schools use quantities of 
tools and kindred supplies in the 
teaching of the various trades. 
Procure a prospectus from your 
school authorities showing the 
branches taught as well as the 


names of administrators and in- . 


structors, then contact the pur- 
chasing agent, the principal of the 
sehool, the various craft instruc- 
tors and the janitor, and if after 
diligently and intelligently fol- 
lowing through you do not show 
a marked increase in school busi- 
ness at the end of the year I miss 
my guess. 

Let’s get down to cases and list 
some of the supplies that the hard- 
ware store can furnish. Under the 
heading of educational needs and 
for ordinary class work in the 
elementary schools note the fol- 
lowing: chalk, crayons, pencils, 
pencil sharpeners. The next step 
will be to list the craft shops and 
check those that are in your 
school : 


. Carving 


Manual training and wood craft 
Machine shop and tool room 
Auto mechanics shop 

Sheet metal and tin shop 
Science shop and laboratories 
General shop 


And under vocational training 
the following trades: 


Clothing 

Art and handicraft 
Engine construction 
Metal spinning 
Painting and decorating 
Printing and engraving 
Dressmaking and designing 
Home economics 

Shoe and leather 
Aircraft 

Welding 

Leathercraft 


Tools 


The very names of the above 
classes and shops indicate the 
work done and will immediately 
bring to the mind of every hard- 
ware merchant the definite kinds 
of tools and supplies probably re- 
quired. To name only a few: 
Vises, carpenter’s tools, machin- 
ist’s tools, taps, drills, reamers, 
cutters, files, hacksaws, electric 
drills and grinders, small power 
lathes and saws, sheet metal and 
tinner’s tools, punches, chucks, 
tools, leather tools, 
wrenches, pliers, grinding wheels, 
hammers, oil stones, hand and cir- 
cular saws, cap and set screws, 
bolts and nuts, nails and brads, 
machine and wood screws, sand- 
paper, garnet and emery cloth, 
glue, tool holders, shears and scis- 
sors, knives, tailor’s measures, etc. 

Most high schools and many 
grammar schools have cafeterias 
or lunch rooms for the conve- 
nience of teachers and pupils. 
Home economics classes teach 
girls cooking, sewing, and home 
management. These departments 
of schools are excellent prospects 
for large varieties of pots and 
pans, tin, enamel, aluminum and 
glass ware, dishes, cutlery, wring- 
ers, not to mention the larger 
items of electric refrigerators, 
washers and ironers, stoves, and 
the general run of labor saving 
home appliances. Do not overlook 
radios, for more and more schools 
are installing loud speakers and 
radio systems to take advantage 
of the various “Schools of the 

(Continued on page 76) 
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W. I. MOODY, secretary- 
treasurer, Orgill Brothers & Co.., 
wholesale hardware, Memphis, 
Tenn., is currently celebrating 
the Golden Anniversary of his 
affiliation with the company. 
Mr. Moody is a native of Ten- 
nessee, and prior to becoming 
associated with the firm, he had 
been employed by _non-hard- 
ware business organizations for 
several years. His employment 
with Orgill Brothers & Co., be- 
gan on July 15, 1886, at which 
time Mr. Moody was 22 years 
old. After serving as bill clerk 
for about three years, he be- 
came cashier and city book- 
keeper, and still later was placed in charge of the Credit 
Dept. When the company was incorporated in 1898, Mr. 
Moody was named a director, and in 1905, he was 
elected second vice-president. In 1906, following the 
passing of Edmund Orgill, then president, Mr. Orgill’s 
son, Fred, who was then vice-president, was advanced to 
the presidency, and Mr. Moody was elected first vice- 
president. Mr. Moody remained in the latter capacity 
until 1919, when Fred Orgill passed away, and he ac- 
cepted his present position. The late Mr. Orgill’s eldest 
brother, William, then became president and his youngest 
brother, Joseph, became vice-president. Mr. Moody, at 
72, takes justifiable pride in the fact that the company, 
which was organized in 1847, has successfully operated 
through the Civil War, the Yellow Fever epidemic of 
78-79, as well as during more recent panics and de- 
pressions. With this record in mind, Mr. Moody is de- 
lighted to say that the company “—is stronger and in 
better condition today than at any time in its history, and 
looks forward with very firm confidence to the future.” 





Ww. I. MOODY 
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HARDWARE AGE 
FIFTY-YEAR CLUB 


JOSEPH F. GLEASON, 
proprietor of the J. F. Gleason 
Co., distributors of tools, sup- 
plies and machinery, 100 La- 
fayette St., New York City, has 
been associated with the hard- 
ware industry for fifty-two 
years. In 1883, Mr. Gleason, 
then a youth of 16, obtained em- 
ployment as an errand boy with 
the hardware firm of Montgom- 
ery & Co., Inc., 105 Fulton St., 
New York City. This business 
affiliation lasted for forty-three 
years, during which he served 
the company first as sales man- 
ager, then as treasurer and 
finally as _ president. When 
Montgomery & Co. was dissolved in 1926, Mr. Gleason 
organized the company which now bears his name. His 
lengthy career in the trade has also included service as 
sales representative of the Union Nut & Bolt Co.; the 
Watson-Stillman Co., and other hardware manufacturers. 
During 1924 he was president of the Grobet File Cor- 
poration of America. For 22 years he has been president 
of the Union Free School District No. 1, at Mamaroneck, 
N. Y., his hobby being educational work, especially in 
connection with the public schools. 





J. F. GLEASON 


FRED C. PRITZLAFF, 
president, John Pritzlaff Hard- 
ware Co., wholesale, Milwaukee, } 
Wis., on Sept. 1st of this year | 
will celebrate the fifty-seventh 
anniversary of his affiliation 
with the company, which was 
founded by his father in 1850. 
Mr. Pritzlaff was a youth of 
eighteen in 1879 when he began 
working for the company, and 
since 1900 he has served as its 
president. For 16 years he also 
served as a director of the First 
Wisconsin National Bank and 
the First Wisconsin Trust Com- 
pany, retiring from the boards 
of both Milwaukee financial in- 
stitutions about a year ago to devote his time exclusively 
to supervising the affairs of the company, which is a 
popular source of supply for hardware dealers of Wis- 
consin, Michigan, Northern Illinois, Iowa, Southern 
Minnesota, Nebraska, and South Dakota. 





FRED C. PRITZLAFF 
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IHE preserving season lends 
itself well to bringing human 
interest —the _ never-failing 
drawing card—into your display, 
your direct mail, and other pro- 
motion activities. Moreover, it 
offers you several special advan- 
tages in interesting women in new 
and in quality kitchen utensils. 
They are more willing to invest in 
labor-saving devices such as slic- 
ing machines and in quality prod- 
ucts such as good cutlery when 
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Another of a series of articles dealing 


with merchandising of seasonal lines. volume work is at hand. They 
absolutely require quality kettles 
This one discusses canning demonstrations. for preserving. Many women who 


rarely enter their kitchens at other 
times take an active part in pre- 
serving and find out first hand 

By J. S. DAVIS that their equipment is inefficient 
and inadequate. 
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With these good opportunities 
at hand, then, let us consider ways 
and means of drawing the trade. 


Education for Salespersons 


The first thing to do is to put in 
charge of the campaign a woman 
who knows the subject of preserv- 
ing. If you have not such a per- 
son on the staff, the best plan is 
to take on a special salesperson 
temporarily. You may be able to 
engage a high school home eco- 
nomics teacher who is free during 
the summer. If you cannot take 
on extra help, instruct a woman 
employee to educate herself on the 
subject by a thorough study of the 
various manufacturers’ literature, 
which contains scientifically pre- 
pared and all inclusive informa- 
tion on preserving. Get the De- 
partment of Agriculture leaflets on 
canning and preserving at about 
five cents each, by writing to 
the Superintendent of Decuments, 
Government Printing Office, Wash- 
ington, D. C. A list of subjects 
will be mailed free of charge on 
request. These leaflets, inciden- 
tally, can be bought cheaper in 
quantity, and make excellent lit- 
erature for mailng or store distri- 
bution if imprinted with your 
name and address. : 

Leaflets put out by food prod- 
ucts companies are also instruc- 
tive. In addition, a comprehen- 
sive and reliable cook book should 
be on hand for reference. The 
study of such material should be 
sufficiently thorough so that the 
clerk will be able to answer 
quickly and intelligently any like- 
ly queries on preserving, espe- 
cially as related to equipment. 


Human Interest in Displays 


In one window, display a fairly 
complete array of your preserving 
merchandise, including both the 
more commonplace essentials such 
as jars, kettles and an assortment 
of paring knives to act as remind- 
ers of always needed items; and 
the more unusual merchandise 
such as stoning machines, slicers, 
fruit pressers and pressure cookers 
which attract more interest. 

For the other window, here are 
several suggestions. Preserves put 
up the previous year by local 
women, identified by label, always 
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draw attention. Ask your cus- 
tomers by telephone or when they 
come into the store to lend you 
preserves for this purpose—usu- 
ally they will be pleased and flat- 
tered by the request. 

A display that will attract many 
passers-by is “blow-ups” of vari- 
ous preserving charts. These are 
very big enlargements which you 
can have your local photographer 
make at reasonable cost, by photo- 
graphing and then enlarging ordi- 
nary printed or even typewritten 
charts. The blow-up should be 
mounted on heavy cardboard for 
display. Or you can have a large 
ink drawing made of a chart, on 
heavy white or bright colored 
cardboard. You will find in the 
various manufacturers’ literature 
suitable charts such as time tables 
for canning, including brief in- 
structions; jelly tables suggesting 
combinations and_ proportions; 
pressure cooking charts, etc. Cut 
these out neatly, for your photog- 
rapher to use. Have several en- 
largements made, each on a dif- 
ferent subject, using some for in- 
terior as well as window display. 


Best Promotion is Through 
Demonstration 


The ideal promotion method is 
through demonstrations. In some 
cases utensil manufacturers will 
organize these for you, or assist 
you in your organization. Food 
products companies will also, in 
some instances, put on a demon- 
stration for you. Write to some of 
the larger companies for particu- 
lars. 

It is not necessary, however, to 
rely on a manufacturer. You can 
arrange a demonstration alone; or 
possibly in cooperation with a 
local grocer who may supply the 
ingredients for preserving if a 
sign in the store gives him credit; 
or in cooperation with a local 
women’s club or perhaps with a 
local cooking school. 

Arrange a room or a corner of 
the store by attaching an electric 
stove and making the setting as 
nearly like a kitchen as possible, 
with table, cabinets with groceries, 
etc., placed in the most convenient 
way for the actual cooking work. 








A sink is not an essential—water 
needed for recipes can be brought 
in utensils. Schedule one or more 
demonstrations a day at a speci- 
fied hour, announced in your cir- 
cular letters, advertising, and a 
notice in your window. The dem- 
onstration should consist of some 
or all of the actual preparatory 
work previous to cooking the pre- 
serves or vegetables, with accom- 
panying explanations. Also have 
finished preserves, made by the 
same recipe, on hand for the pur- 
pose of sampling. These can be 
given away in tiny paper cup con- 
tainers, made for individual jelly 
service; or crackers spread with 
the preserves can be passed 
around. Two or three different 
recipes, if simple, can be demon- 
strated at a single gathering. 

If you do not undertake a dem- 
onstration, it will still be an ex- 
cellent idea to plan for a model 
kitchen type of interior display, 
with the jars, kettles, knives, etc., 
arranged exactly as they would be 
if preserving work were in proc- 
ess. If space and facilities are 
extremely limited, carry out this 
same idea by arranging equip- 
ment just on a kitchen table. 

From previous campaigns you 
will have on hand the two im- 
portant lists for this occasion, 
farmers’ wives, and other house- 
holders. Query your clerks for 
new names. 

If a local club or church guild 
cooperates on a charity drive, they 
will supply you with an excellent 
list of prospects, valuable, too, for 
future usage. 

Send out your letters (samples 
suggested below) about two weeks 
before the preserving season 
begins, enclosing manufacturers’ 
leaflets, or government bulletins 
mentioned above, or other perti- 
nent literature. 


* * * 


Letter for Farmers’ Wives 
Dear Mrs. 


Undoubtedly your place has 
produced more fruits and vege- 
tables than your family are able 
to consume or than you can sell. 

Might we suggest that you can 

(Continued on page 72) 
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If you read the story 
which appeared in 
the June 18th issue 
you will enjoy read- 
ing this one by the 
same investigator 


who tells another in- 


teresting experience. 


“It has always been my belief that investigators are a hard-boiled lot” he said, 
“but you have been more than fair to me.” 


Overhead Plus Underhand 


25,000 population, well-known 
for its 
whose wheels of industry were 
scarcely idle during the depres- 
sion years, there is located, in 
the heart of the town, a hard- 


L: a town of approximately 


wealth per capita, 
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ware store. Though this store at- 
tracts a substantial trade and its 
owner is free of any encum- 
brances, its personnel numbers 
but three, besides the employer. 
One of these men, elderly, is 
the subject of this story. 


The investigator had called 
upon the employer for years try- 
ing to persuade him to make a 
check-up on the handling of his 
money and merchandise. Al- 
though he always received a 
courteous and apparently inter- 
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ested hearing, the answer invari- 
ably was, “All of my men have 
been with me for years—I am 
sure there is nothing wrong. And 
if there should be such a thing 
happening in my place of busi- 
ness, I am afraid I do not wish 
to know of it.” 

But whether the law of repeti- 
tion finally made an impression, 
or whether some indication, plain 
enough to the investigator, had 
come to his notice, the employer 
suddenly agreed to have the 
check-up made. It developed that 
no detailed records were kept, for 
more than twenty years no cash 
register strip was kept, the print- 
ing device was so corroded that 
it had long since ceased to func- 
tion and could not be made to 
do so. This left the investigators 
with but one alternative—ascer- 
taining facts by the more diffi- 
cult and less desirable process of 
“observation.” The employer 
agreed to this method upon ex- 
planation of its necessity. 

Three of the most skilled op- 
erators, of both sexes, were sent 
to the hardware store at the first 
opportune moment, their obser- 
vations and subsequent findings 
were a revelation even to an old 
campaigner. As one of them re- 
ported, “I was dumbfounded at 
what I saw in there.” Two of 
the three employees had become 
so hardened to theft that it was 
an unconscious habit which they, 
nonchalantly, proceeded to exe- 
cute in full view of the watchful 
eyes of the professional oper- 
ators. 


Convincing the Employer 


The investigators knew from 
experience the ear-marks of such 
happenings and what they en- 
tailed, but their task of convinc- 
ing the employer was another 
matter. Additional proof had to 
be presented and it was agreed 
to carry out a similar procedure 
a day or two later. Conditions 
seemed even a little more to the 
advantage of the investigators 
and the persons in error were in 
a very receptive mood. Pieces of 
change and bills continued to 
disappear in various places other 
than the cash drawer. The em- 
ployer had by now become a 
very interested spectator, but, still 
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skeptical, wanted to see the evi- 
dence with his own eyes. 

With some tinkering the cash 
register was induced to make an 
occasional legible print of a sale, 
but the results were discouraging. 
Following tests, however, revealed 
that things were out of joint in 
this old established business. Two 
of the three employees, who had 
been there a total of a third of 
a century, were dishonest. 


Clearing Up the Situation 


The employer was asked to call 
in the employee who had been 
longest in service. He was also 
the older of the two. It had been 
definitely ascertained that not 
only one, but two, of his em- 
ployees were untrustworthy. Two 
out of a total of three! Two- 
thirds of his sales personnel dis- 
honest! Their total employment 
in this place of business repre- 
sented more than a third of a cen- 
tury. 

He had been under present em- 
ployment in excess of twenty 
years. But, more pertinent still, 
approximately three-fourths of a 
century, and most of his life, he 
had been a hardware clerk. His 
reputation, and business standing 
in the community—having lived 
there all his life—was beyond re- 
proach. He was a father, and 
the head of a household. !n most 
respects he was known to be a 
desirable citizen. 

The employer was crushed, hor- 
rified! He, himself, was a man 
of middle age, and he dreaded 
above all things to ‘call in this 
elderly person for such an inter- 
view. He was still skeptical, and 
retained a dim hope that all 
could—and would—be explained 
satisfactorily. 

It is the investigator’s practice, 
under normal conditions and cir- 
cumstances, to deal as humanely 
and charitably as conditions will 
warrant. Particularly, is it a mat- 
ter of embarrassment to him to 
be compelled to talk to an elder- 
ly person. However, he must per- 
form his duty. 

At the: moment of introduction 
it was plainly evident that here 
was no ordinary individual. Tall, 
and slightly stooped, he possessed 
a dignified and thoughtful per- 
sonality. His face portrayed 





character to a marked degree, a 
strong jaw, and rugged features 
to correspond; an eye that looked 
at one with a disconcerting di- 
rectness; a hand-shake that had 
remained firm—even at three- 
quarters of a century. A man 
who seemed to show character 
and principle, in all respects— 
save one. 

As no set method has been 
evolved that will work success- 
fully with all individuals, and 
varying circumstances, the inves- 
tigator, as he looked momentarily 
upon this man, was convinced 
that the appeal must be made to 
his better sensibilities. In due re- 
spect to his years, he informed 
him that it was a matter of deep 
regret that he had to talk to him 
about such unfortunate traits of 
character; that his remarks would 
be in the nature of a son talking 
to an erring parent. But that this 
only intensified the seriousness of 
the situation, and that whether 
young or old, our lives must be 
governed by actualities, not sup- 
positions. He was merely being 
offered the opportunity of volun- 
tarily rectifying a wrong not only 
against his employer who had 
trusted him implicitly, but, worse 
still, against those God-given attri- 
butes which should be the founda- 
tion of his own character. The 
message seemed to hit home. 


He Was Different 


Ordinarily, under such condi- 
tions, the individual prefers to 
confide the history of his case. 
He hates desperately, to confess 
to his employer. But here was no 
ordinary offender, he turned to 
the investigator with deep regret 
and humiliation, but with a re- 
mark that showed he still pos- 
sessed manhood, and said, “May 
I speak to my employer? I have 
done this thing to him, and I feel 
it my duty to iell him face to 
face.” Convinced of his sincerity, 
his questioner immediately ac- 
ceded to his wishes. 

Unless there has been some un- 
due strain of circumstances thrust 
upon an individual, he does not 
acquire a habit, such as _ this, 
after full maturity. With this con- 
viction the investigator informed 
him that the unfortunate thing 
was that he had not formed this 

(Continued on page 78) 
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In the Manual Arts Hardware & 
Plumbing Co.’s store in Los Angeles, 
chairs are provided for customers so 
that complete attention can be given 
to the sales effort. This factor is a 
strong one in making favorable deci- 
sions. Right: On the blackboard each 
salesman is designated by different 
colored chalks, each sale being re- 
corded, giving a continuous and cur- 
rent record. 


ANY records for selling 
Vi aie gas and electric 

appliances have been es- 
tablished by the Manual Arts 
Hardware & Plumbing Co., 4229 
Vermont Ave., Los Angeles. The 
store is located thirty-five blocks 
southwest of the city’s principal 
business section, and for several 
years its appliance department 
has ranked first in volume of 
sales. Refrigerators, washers, 
ranges, water heaters, ironers, 
heating appliances, and such com- 
mercial appliances as dish wash- 
ers, are sold in such quantities 
that the firm has been a consistent 
winner of prizes offered in na- 
tional sales contests. 

Val S. Yoakum, the store’s 
sales manager, says that  sys- 
tematic training of salesmen has 
enabled the store to establish 
many appliance selling records. 
For this course of training the 
firm uses a special “schoolroom,” 
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Los Angeles dealer con- 
ducts a special “‘school- 
room” where the sales- 
men are trained to see 


the selling angle. 





~vhich is known to the sales force 
as “The Hay Loft.” This room 
is at the rear of the second floor, 
where the sales classes can be con- 
ducted free from all distractions. 
The “schoolroom” is bright and 
cheerful and is simply furnished 
with a large table and a number 
of chairs. Appliances up for cur- 
rent sales discussion and analysis 
are displayed on the right side 
of the room, and on the front 
wall a full-length mural decora- 
tion depicts the legend of the 
hare and the tortoise, as_ illus- 
trated in terms of selling. 
Salesmen are really trained in 
this room on every angle of ser- 


vicing their trade with the many 
specialties the store carries. Only 
one item is taken up for discus- 
sion at a time. Then every pos- 
sible angle from “approach to 
credit” and from “performance 
to servicing” is thoroughly dis- 
cussed in a detailed manner, so 
that the salesmen have a com- 
plete knowledge of the product 
being studied. 

One ideal—how to best serve 
the customer—has been respon- 
sible for this special training of 
the store’s personnel. The man- 
agement approaches all sales 
problems with that ideal in mind 
because it is firmly convinced 
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that the greatest selling feature 
the store can have is satisfied cus- 
tomers. Thus, the real reason for 
the classes held in the schoolroom 
is not to “get the money,” but 
instead is the desire to gain more 
and better satisfied customers 
through the medium of better ser- 
vice. 

All discussions in the school- 
room are first broken up into 
three component parts. The first 
part deals with knowledge of the 
article, and in this step the sales- 
men are carefully instructed and 
schooled until they have the 
power to be able to convince 
prospects that the article will be 
desireable and_ profitable for 
them to own. 

The second part of the course 
treats the knowledge of customers, 
their needs, financial problems, 
and the real reason why the ap- 
pliance will benefit them. It is 
strongly emphasized that the en- 
tire sale is predicated on a pros- 
pect’s knowledge, as the man- 
agement feels that the salesman 
is just as apt to undersell as he 
is to oversell, and the store firm- 
ly believes that right selling 
makes for satisfied customers. 

In the third part of the dis- 
cussions the good and weak points 
of other appliances are brought 
out, not for the purpose of doing 
any knocking or unethical sell- 
ing, but just to be certain that 
the salesman will be accurately 
informed on such points. 

The store has found that this 
systematic training of salesmen 
enables the sales force to develon 
many profitable customers, and 
that these customers in turn make 
more friends for the firm. The 
management is of the opinion that 
it is essential for any store that 
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desires to do a really effective 
appliance selling job to prepare 
its sales force by a similar care- 
ful and thorough course of train- 
ing. Selling appliances in the 
manner in which they should be 





The fable of the hare and the turtle 
is depicted in a wall decoration in the 
“hayloft,” in the school for salesmen 
in the Manual Arts Hardware & 
Plumbing Co., Los Angeles. The sign 
shows the hare taking a nap along in 
October and the turtle, by steady 
plugging, winning out. Below, a view 
of the sales floor. 


Training Develops Sales Force 


sold has been found to be a won- 
derful business builder. 

The next step is retaining the 
good will of customers and bring- 
ing the store’s services and fa- 
cilities to the attention of as 
many new customers as possible. 
Cooking schools have proven ex- 
cellent attractions for increasing 
store traffic, and for furnishing 
a medium for cultivating new 
patrons. One or two cooking 
schools are held every year, with 
each lasting about six weeks. 
Sometimes these are staged in co- 
operation with one of the local 
utilities, and sometimes by the 
store individually. Merchandise 
shown to such interested groups, 
and being actually used has al- 
ways stimulated interest and has 
been helpful in other ways. 

Many types of productive ad- 
vertising are regularly used, in- 


(Continued on page 61) 





Rural 44% 
Urban 56% 


Extra Service Will Bring Extra 


The chart below shows the conditions 
prevailing twenty-five years ago. The 


community was the hub of all trad- 


ing activity then. Compare this with 
Chart No. 2. 





Chart No. 2 


This chart shows how conditions to- 
day differ from those of twenty-five 
years ago. Now several sources of 
supply are competing for the business 
and some are diverting the trade 
away from the community. 


to Rural 


By WILMER CORDES 


ITH the means easily 
available for keeping in 
close touch with his cus- 


tomers, the community dealer in 
rural localities has a priceless 
selling advantage. By using this 
advantage as a pivot, the dealer 
can literally “swing” dozens of 
services, big and little, to build 
up a “mountain” of preference 
that no other selling force can 
surmount or circumvent. 

The unexpected services to your 
customers are the services that 
are never forgotten. When you 
extend thoughtful little favors 
your patrons will be quick to 
show their gratitude. Naturally 
these simple services or favors 
will be different with each cus- 
tomer, depending on such factors 
as how far he is from your place 
of business; how often he comes 
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to town; what his interests are, 
and other similar conditions. 

The community dealer has 
everything his competition has, 
plus something that it hasn’t and 
never can have. He has a “stake 
in the ground” of his community; 
he knows its needs as no other 
ever could know them because he 
lives in it twenty-four hours of 
the day. He knows when there’s 
a fire in town. When the mer- 
cury zooms up or slides down 
he knows it. When the Smith’s 
buy a new car he knows all about 
it, just as he does when a new 
barn or home goes up or an old 
fence comes down. 

In fact, there is scarcely any- 
thing of real moment that hap- 
pens in or around his community 
that the merchant doesn’t know 
about when it happens, and know 


‘a | Business 
Dealers 


A priceless selling ad- 
vantage belongs to the 
community dealer in 
rural localities, says 
this author. He points 
out, however, that 
there is also a selling 
job to be done. Good 
merchandising often 
starts with a service be- 
fore it can end ina sale. 
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the details first hand. In other 
words, the independent rural deal- 
er is equipped to do a far more 
helpful and effective selling job 
than any disinterested source of 
supply. 

In extending personal service 
it may be found that the customer 
is interested in some hobby or 
sport. Find out what it is, and 
dig up some information about 
it. If you happen to see a maga- 
zine article or other information 
covering his hobby or sport, make 
it a point to go out of your way 
to take it out to him, or slip it 
in the mail with a little note. 

Possibly, you know of some 
problem he is trying to work out 
on his farm. Maybe he has cas- 


ually mentioned that his wife or 
daughter is interested in some 
particular activity. Try to keep 
informed on all such things so 
that you can evidence an appre- 
ciation in and pay some special 
attention to your customers’ in- 
terests. Perform these simple ser- 
vices even if they have no appar- 
ent relation to the merchandise 
you sell, as your efforts will reap 
rich rewards. 

But, don’t think for a minute 
that it isn’t a selling job that has 
to be done. The days of waiting 
for people to come in and buy 
are over. The action, every bit 
of it, must not only start with 
the dealer, but must continue 

(Continued on page 80) 





THAT YOU NEVER HAD TO DO BEFORE 


THINGS YOU HAVE TO DO NOW 











USE YOUR TELEPHONE 
REGULARLY - Establishing 
friendly selling contacts 


USE YOUR CAR- 
making calls in your 
customers territory 








DIG UP INFORMATION 
ABOUT-AND SHOW 
AN INTEREST IN— 
the hobbies and personal 
interests of each customer 
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WRITE LETTERS 
- to customers and 
prospects 


ail 


ADVERTISE 
REGULARLY- éz your 
local newspaper 


I 
DEMONSTRATE 
PRODUCTS -at your 
place of business 

i 
PUT UP DISPLAY 
SIGNS- promoting 


























TAKE AN INTEREST 
IN HOW WELLA 
PRODUCT IS SERVING 
THE NEEDS OFA 
CUSTOMER — AFTER 
you have sold it / 








FIND WAYS TO SERVE 
YOUR CUSTOMERS 
INTERESTS IN MATTERS 
NOT NECESSARILY 
RELATED TO THE 

PRODUCTS YOU SELL 
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products and service 





DISPLAY A NEIGHBORLY 
INTEREST AND 
ACTIVITY IN 

COMMUNITY AFFAIRS 
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LSEWHERE in this issue is 
an article by J. S. Davis 
on the subject of profitable 

merchandising during canning 
season. Windows play an impor- 
tant part in any successful cam- 
paign and are called attention to 
in the article mentioned. Here is 
a window that will tie in nicely 
with a demonstration to be held 
in your store during preserving 
and canning time, and like other 
HARDWARE AGE window sugges- 
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Hardware Age 


tions, calls for a minimum of 
merchandise and time for instal- 
lation. The Harpware AGE in- 
terchangeable display fixtures are 
used as the basis of the display. 
If you have not obtained a set of 
building instructions for these, 
send for them today. 

The outdoor sport season has a 
long way to go before it ends and 
you should keep that department 
before the public in order that you 
may move as much stock as pos- 
sible while the demand is still 
active. You cannot sell sailboats 
in winter. So keep showing them 
and other summer lines all the 
time, either in the store or your 
windows, or both. 


The Window Photograph 


The photo comes from the Car- 
lisle Hardware Co., Springfield. 


Mass., the window being trimmed 
by E. Emerson. It is a_ well 
lighted and attractively displayed 
arrangement. It appeals to the 
water-sport-minded public through 
swim suits and fishing tackle and 
combines them nicely. 

Colors still remain on the cool 
side of the scale for a few weeks 
yet. Later we get into tans and 
yellows and later still to the warm 
reds and browns as winter ap- 
proaches. 
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Move More Merchandise With These 


Planned Selling Tables 


A departmentalized table display plan to help independent retail hard- 
ware merchants meet chain store competition with chain store table 


display methods. 


EQUIPMENT USED IN THIS long; 6 pcs. 2144” long; 6 pes. 914” 50 Glass Divider Holders 
: long 

siemcas 21 Bin Ticket Holders 

Splicers for holding Banding Glass: 


1 Set Steps for 7 ft. Counter 122%" C d 12 2%” Ch " 
‘orner an anne 4 7x5% Card Hold ith 8” st 
2 2/3 yds. Green Oilcloth (to cover Splicers ils sii ies 


steps and exposed part of counter 
top) 2 in. Divider Glass: 21 pcs. 9%” long; 
2 pcs. 30” long, cut to size in store 


2%” Banding Glass: 12 pcs. 30” for split bins 


1 7x5% Card Holder with 6” stem 


2 5%x3% Card Holders with 4” stem 


34x SA" 
4° STEM 











17°X 23" 
CHAMOIS 


© @s 
Fo es 


98¢ 




















13°X17" FLOOR 
WAX 


CHAMOIS 
25¢ 49¢ 65¢ 29¢ 
———_—<§———___— 17 i pe Be %" 
SCRUB “© # TOU.LET Sow onus (2) 1o¢ | WHISK BROOMS 

(2) (4) VEGETABLE BRUSH | pis mop (3) 10¢ - ©) 

10¢ 
wt 10+ © sore srusn (4) 1o¢ 25¢ 
eS aoe fe — 94 i 






















































































Layout for table shown above. Numbers in circles indicate quantities. Suggested competitive retail prices are given 
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104 RETAIL 


MEASURING SPOON 


CAKE TURNER 
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KITCHEN SPATULA 


2 1 Ow 
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pick & 
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POTATO RICKER 


si om 
154 RETA 





CLIP POINT KNIFE 
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STAINLESS 
PARING KNIFE 
ASSORTMENT 


t4 im Bim 
104 RETAIL 


PLATE SCRAPER 


om ow 
104 RETAIL 


PERCULATOR TOPS 


st wm BIN 
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Equipment used in this display: 
1 set steps for 7’ counter; ‘2 2/3 yd. 
green oilcloth (to cover steps and 
exposed part of counter top); 214” 
banding glass—12 pcs. 30” long; 


splicers for holding banding glass; 
12-244” corner and 12-2%4” channel 
splicers; 2” divider glass; 21 pes. 
914” long; 3 pes. 30” long (cut to 


size in store for split bins); 58 
No. 7 glass divider holders; 30 bin 
ticket holders; 2-7x514” card hold- 
ers with 6” stem. 





Seventy-third semi-annual conven- 
tion of the American Hardware 
Manufacturers Association and the 
forty-third annual convention of the 
National Wholesale Hardware As- 
sociation will be jointly held at the 
Marlborough-Blenheim Hotel, At- 
lantic City, N. J., Oct. 19 to 22 in- 
clusive, 1936. Secretary Manufac- 
turers Assn.: Chas. F. Rockwell, 342 
Madison Ave., New York City. Sec- 
retary Wholesalers Assn.: Geo. A. 
Fernley, 505 Arch St., Philadelphia, 
Pa. 


Michigan Retail Hardware Asso- 
sociation annual convention and ex- 
hibition, Grand Rapids, Mich., Feb. 
9 to 12 inclusive, 1937. Exhibition; 
Civic Auditorium. Harold W. Ber- 
vig, secretary, 1112 Olds Tower 
Bldg., Lansing, Mich. 
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Coming Events 


National Retail Hardware Asso- 
ciation Thirty-seventh Annual Con- 
gress, Hotel Chalfonte-Haddon Hall, 
Atlantic City, N. J., July 20 to 23 
inclusive, 1936. H. P. Sheets, man- 
aging director, 130 East Washington 
Bldg., Indianapolis, Ind. 


National Federation of Implement 
Dealers’ Association 37th annual 
convention, Hotel Sherman, Chicago, 
Oct. 7 to 9 inclusive, 1936. Herbert 
J. Hodge, secretary, Abilene, Kan. 


Nebraska Retail Hardware Asso- 
ciation 36th annual convention and 
exposition, Omaha, Neb., Feb. 3 to 
4 inclusive, 1937. Exposition: City 
Auditorium. Headquarters: Paxton 
Hotel. Edward C. Hermanson, sec- 
retary, 414-419 Little Bldg., Lincoln, 
Neb. 


New York China, Glass & House- 


wares Show, sponsored by New York 
Housewares Manufacturers Associa- 
tion, Hotel Pennsylvania, New York 
City, January 24-30, inclusive, 1937. 
Mrs. Flo English, secretary Room 
1108, Hotel Pennsylvania, New York 
City. 

New York Housefurnishing Show, 
sponsored by the New York House- 
wares Manufacturers Assn., Hotel 
Pennsylvania, New York City, July 
19 to 25, inclusive, 1936. Mrs. Flo 
English, secretary, Room 1108, Hotel 
Pennsylvania, New York City. 


Southeastern Retail Hardware and 
Implement Association 23d annual 
convention and exposition, Atlanta, 
Ga., February, 1937. H. M. Sim- 
mons, secretary, Room 922-23, At- 
lanta National Bank Bldg., Atlanta, 
Ga. 
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Louisiana Convention Urges 
Closer Cooperation 


LOSER cooperation between 
C dealers, improved business 
—" methods, and practical meet- 
ing of chain store competition were 
the outstanding topics of discussion 
at the 19th annual convention of the 
Louisiana Retail Hardware and Im. 
plement Association, which was held 
at the Roosevelt Hotel, in New Or- 
leans on June 22, 23 and 24. 

Highlights of the opening day of 
the convention were an address of 
welcome by Dr. J. J. Wymer of the 
New Orleans Association of Com- 
merce and the annual report of 
Colonel Julius Dupont, Houma, pres- 
ident of the association. The keynote 
of Colonel Dupont’s address was 
closer cooperation between the mem- 
bers of the State group and their 
sources of supply. Colonel Dupont 
said that mercantile trades are being 
so cut up that automobile manufac- 
turers are making radio sets, tire 
concerns are selling batteries, and 
many other companies are overstep- 
ping the natural lines of their in- 
dustrial endeavor. 

D. D. Fox, district manager, Fed- 
eral Hardware and Implement 
Mutual Insurance Co., Vallas, Tex., 
another speaker at the opening meet- 
ing, discussed the history of insur- 
ance with its relation to the hard- 
ware-implement trade. 

R. W. Elsasser, Professor of Busi- 
ness Statistics and Management, 
Tulane College of Commerce, speak- 
ing at the first meeting, said that the 
three certainties of modern business 
are death, taxes and economic 
change. Retail merchants, he point- 
ed out, have the duty of guiding the 
changes which are inevitable in the 
modern business set-up and must be 
alert in order to intelligently shape 
the necessary tendencies of economic 
development in the course of the na- 
tion’s business. 

Planning for profit was the sub- 
ject discussed by L. H. Buisch, Cus- 
tomers’ Service Department, Nation- 
al Cash Register Co., Dayton, Ohio. 
another speaker at the first day’s 
Mr. Buisch pointed out 
that successful merchants _ profit 
by advertising, modernizing, using 
bright merchandising displays, 
stressing the fact that such dis- 
plays attract what he termed the 
“impulse buyer.” He also brought 
out that a store is no stronger than 
its personnel, and that more efh- 
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Left to right: A. H. AUCOIN, Secretary-Treas.; FRANCIS VOORHIES, first 
V. P.; EDWARD P. AIME, JR., second V. P. and A. A. KUSEMAN, Pres. 


cient retailing is the key to better 
business. 

B. M. Hiatt, vice-president, Irwin 
Auger Bit Co., Wilmington, Ohio, 
also addressed the initial meeting of 
the convention. Mr. Hiatt’s address 
related to the activities of the Amer- 
ican Institute of Fair Competition. 

The second day of the convention 
was marked by the discussion of the 
threat of chain store competition 
to the independent hardware dealer. 
Clifton Rodes, director of sales. 
Belknap Hardware & Mfg. Co., 
wholesale, told the delegates that 
the chain stores are using the 
“come-on method of business to at- 
tract store traffic.” He also said that 
the only way to combat chain store 
competition was “to have a united 
front of dealer, jobber and manu- 
facturer.” 

At this same session, Paul Crissey, 
sales manager, Edward Katzinger 
Co., Chicago, IIl., presented the man- 
ufacturer’s side of chain store sell- 
ing. Mr. Crissey said that it was his 
experience that chain store buyers 
were more alert and more prone to 
push samples of products sent them 
on trial than were jobbers. He de- 
clared that jobbers, in most cases, 
did not warrant much manufacture 
promotion in spite of the fact that 
in most cases they were getting more 
attractive prices than the chains. He 
also expressed the opinion that if 
independent dealers refrained from 
making purchases from manufactur- 
ers who sell chains that the result 
would be that independent dealers 
would ultimately have no one to buy 
from. 

E. J. Murray, A. Baldwin & Co., 
Inc., wholesale, New Orleans, said 
that aside from price the chain 


stores offered no inducement to the 
consumers, as ordinarily their mer- 
chandising methods and general sell- 
ing efficiency were in no sense better 
than that of the independents. Mr. 
Murray also pointed to the fact that 
under present conditions, the manu- 
facturers were selling to the chains. 
on a tonnage basis at virtually cost. 
whereas the prices paid by indepen 
dents enabled the manufacturer to 
make a profit. Mr. Murray advo- 
cated the lawful exclusion of prod- 
ucts made by manufacturers that 
sell to chain stores. 

On the third day of the conven- 
tion, after a short talk by Hugh C. 
Ross, vice-president, N.R.H.A., Jack- 
son, Tenn., on “Will the consumer 
pay the cost,” the convention pro- 
ceeded to the election of the follow- 
ing officers: A. A. Kussman, New 
Orleans, president; Francis Voor- 
hies, New Iberia, first vice-presi- 
dent: Edward P. Aime, Jr., New 
Orleans, second vice-president, and 
A. H. Aucoin, New Orleans, was re- 
elected secretary-treasurer. Members 
of the Advisory Committee are: 
A. Levlanc, Crowley; Julius Dupont, 
Houma, and L. L. Bertrand, New 
Iberia. The Board of Directors in- 
cludes: Alex Delort, Aribi; A. R. 
Smith, Covington; J. E. Marx, Mon- 
roe; H. J. Black, Jennings; Paul 
Jamerson, New Orleans; J. C. 
Ritchie, Ruston; E. F. McDonald, 
Jennings; R. Flasdick, Madicon- 
ville; Harold Lagard, New Orleans: 
R. Hellwick, New Orleans; A. F. 
Ortmeyer, Natchitoches; F. R. Du- 
vic, Gretna; A. R. Cox, Jr., Jones- 
boro, and Aldron Corregelles. New 
Orleans. 

It was decided that the 1937 con- 
vention will be held at Alexandria. 
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Louisiana Convention Urges 
Closer Cooperation 


LOSER cooperation between 

A dealers, improved business 

~" methods, and practical meet- 

ing of chain store competition were 

the outstanding topics of discussion 

at the 19th annual convention of the 

Louisiana Retail Hardware and Im- 

plement Association, which was held 

at the Roosevelt Hotel, in New Or- 
leans on June 22, 23 and 24. 

Highlights of the opening day of 
the convention were an address of 
welcome by Dr. J. J. Wymer of the 
New Orleans Association of Com- 
merce and the annual report of 
Colonel Julius Dupont, Houma, pres- 
ident of the association. The keynote 
of Colonel Dupont’s address was 
closer cooperation between the mem- 
bers of the State group and their 
sources of supply. Colonel Dupont 
said that mercantile trades are being 
so cut up that automobile manufac- 
turers are making radio sets, tire 
concerns are selling batteries, and 
many other companies are overstep- 
ping the natural lines of their in- 
dustrial endeavor. 

D. D. Fox, district manager, Fed- 
eral Hardware and Implement 
Mutual Insurance Co., Dallas, Tex., 
another speaker at the opening meet- 
ing, discussed the history of insur- 
ance with its relation to the hard- 
ware-implement trade. 

R. W. Elsasser, Professor of Busi- 
ness Statistics and Management, 
Tulane College of Commerce, speak- 
ing at the first meeting, said that the 
three certainties of modern business 
are death, taxes and economic 
change. Retail merchants, he point- 
ed out, have the duty of guiding the 
changes which are inevitable in the 
modern business set-up and must be 
alert in order to intelligently shape 
the necessary tendencies of economic 
development in the course of the na- 
tion’s business. 

Planning for profit was the sub- 
ject discussed by L. H. Buisch, Cus- 
tomers’ Service Department, Nation- 
al Cash Register Co., Dayton, Ohio. 
another speaker at the first day’s 
meeting. Mr. Buisch pointed out 
that successful merchants _ profit 
by advertising, modernizing, using 
bright merchandising displays, 
stressing the fact that such dis- 
plays attract what he termed the 
“impulse buyer.” He also brought 
out that a store is no stronger than 
its personnel, and that more effi- 
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cient retailing is the key to better 
business. 

B. M. Hiatt, vice-president, Irwin 
Auger Bit Co., Wilmington, Ohio, 
also addressed the initial meeting of 
the convention. Mr. Hiatt’s address 
related to the activities of the Amer- 
ican Institute of Fair Competition. 

The second day of the convention 
was marked by the discussion of the 
threat of chain store competition 
to the independent hardware dealer. 
Clifton Rodes, director of sales. 
Belknap Hardware & Mfg. Co., 
wholesale, told the delegates that 
the chain stores are using the 
“come-on method of business to at- 
tract store traffic.” He also said that 
the only way to combat chain store 
competition was “to have a united 
front of dealer, jobber and manu- 
facturer.” 

At this same session, Paul Crissey, 
sales manager, Edward Katzinger 
Co., Chicago, Ill., presented the man- 
ufacturer’s side of chain store sell- 
ing. Mr. Crissey said that it was his 
experience that chain store buyers 
were more alert and more prone to 
push samples of products sent them 
on trial than were jobbers. He de- 
clared that jobbers, in most cases, 
did not warrant much manufacture 
promotion in spite of the fact that 
in most cases they were getting more 
attractive prices than the chains, He 
also expressed the opinion that if 
independent dealers refrained from 
making purchases from manufactur- 
ers who sell chains that the result 
would be that independent dealers 
would ultimately have no one to buy 
from. 

E. J. Murray, A. Baldwin & Co., 
Inc., wholesale, New Orleans, said 
that aside from price the chain 


stores offered no inducement to the 
consumers, as ordinarily their mer- 
chandising methods and general sell- 
ing efficiency were in no sense better 
than that of the independents. Mr. 
Murray also pointed to the fact that 
under present conditions, the manu- 
facturers were selling to the chains. 
on a tonnage basis at virtually cost. 
whereas the prices paid by indepen 
dents enabled the manufacturer to 
make a profit. Mr. Murray advo- 
cated the lawful exclusion of prod- 
ucts made by manufacturers that 
sell to chain stores. 

On the third day of the conven- 
tion, after a short talk by Hugh C. 
Ross, vice-president, N.R.H.A., Jack- 
son, Tenn., on “Will the consumer 
pay the cost,” the convention pro- 
ceeded to the election of the follow- 
ing officers: A. A. Kussman, New 
Orleans, president; Francis Voor- 
hies, New Iberia, first vice-presi- 
dent; Edward P. Aime, Jr., New 
Orleans, second vice-president, and 
A. H. Aucoin, New Orleans, was re- 
elected secretary-treasurer. Members 
of the Advisory Committee are: 
A. Levlane, Crowley; Julius Dupont, 
Houma, and L. L. Bertrand, New 
Iberia. The Board of Directors in- 
cludes: Alex Delort, Aribi; A. R. 
Smith, Covington; J. E. Marx, Mon- 
roe; H. J. Black, Jennings; Paul 
Jamerson, New Orleans; J. C. 
Ritchie, Ruston; E. F. McDonald, 
Jennings; R. Flasdick, Madicon- 
ville; Harold Lagard, New Orleans: 
R. Hellwick, New Orleans; A. F. 
Ortmeyer, Natchitoches; F. R. Du- 
vic, Gretna; A. R. Cox, Jr., Jones- 
boro, and Aldron Corregelles. New 
Orleans. 

It was decided that the 1937 con- 
vention will be held at Alexandria. 
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NEW YORK HOUSEWARES ASSOCIATION ANNOUNCES 
JANUARY CHINA, GLASS AND HOUSEWARES SHOW 


The New York Housewares 
Manufacturers Association has 
announced that in response to an 
insistent demand for a spring 
show in New York, it will con- 
duct the New York China, Glass 
& Housewares Show, Jan. 24-30, 
1937 at the Hotel Pennsylvania, 
New York City. Due to the 
large display necessary for china 
and glass, the third floor, where 
very large rooms are available, 
will be devoted to exhibits of 
that merchandise and the fourth 
floor will be given over exclu- 
sively to housewares. 

Because of the enormous pop- 
ulation, concentrated areas and 
large buying power in the East, 
it has been deemed advisable by 
many of the country’s leading 
manufacturers to hold a spring 





show in January. Buyers are ex- 
pected from all parts of the 
country. 

The New York Housewares 
Manufacturers Association, with 
headquarters in Room _ 1108, 
Hotel Pennsylvania, advises 
manufacturers to make their 
reservations before Oct. 1 if they 
wish the most desirable locations. 
Mrs. Flo English is secretary of 
the association, which is also 
sponsoring the New York House- 
furnishing Show to be held at 
the Hotel Pennsylvania, July 19 
to 25, inclusive. 


APPOINT RICHARDSON TO 
TEXAS SAFETY COMM. 


W. H. Richardson, president 
W. H. Richardson Co., Austin, 





Texas, has been elected to the 
Safety Commission of the State 
of Texas, drafted by Governor 
Allred. 


EDLUND CO. APPOINTS 
SOUTHWESTERN AGENT 

Fred Spencer, manufacturers’ 
agent of Waco, Texas, has been 
appointed by the Edlund Co., 
Burlington, Vt., to represent its 
line of egg beaters, can openers 
and other kitchen articles in 
Texas, Oklahoma, and Louisiana. 


HARDWAREMAN HEADS 

COMMERCE CHAMBER 

O. J. Melton, Lake City, Ark., 
hardware dealer was recently 
elected president of the local 
Chamber of Commerce. 








Cc. T. MORLEDGE JOINS 
GOODRICH SALES STAFF 


Chester T. Moreledge, widely 
known in the rubber industry, 
has joined the sales staff of the 
tire division of the B. F. Good- 
rich Co., Akron, Ohio. Mr. More- 
ledge became connected with the 
rubber industry upon his gradu- 
ation from college in 1920, when 
he became associated with the 
American Rubber and Tire Co. 
of Akron. He served that firm 
in practically all its departments, 
becoming assistant superinten- 
dent and finally assistant sales 
manager. 

In 1926, he joined the India 
Tire Co., as a salesman and fol- 
lowing a year in the field was 
made assistant sales manager in 
1927, sales manager in 1930 and 
vice-president in charge of sales 
in 1934, 


WISCO HARDWARE DEALERS HOLD MADISON MEETING 


A special Wisco Hardware Co. 
dealer meeting was held on June 
12 at Madison, Wisconsin, - in 
celebration of 36 months of rec- 
ord-breaking sales figures. In- 
dependent hardware dealers in 
165 towns and cities in South- 
ern Wisconsin were invited to 
inspect their dealer owned whole- 
sale house and to hear the sum- 
mer and fall sales promotion 
program. The company was or- 
ganized in 1925 by four dealers: 
O. B. James, James Hardware, 
Richland Center; F. E. Me- 
Kichan, McKichan Hardware & 
Implement Co., Fennimore; 
Philip Bettinger, Plain, and Roy 
Beat, Mt. Horeb Hardware Co., 
all of Wisconsin. 

The meeting began with a 
breakfast session at the Loraine 





Hotel. The Wisco dealers then 
adjourned to visit the wholesale 
house, where they were addressed 
by the board of directors: J. A. 
Fitschen, general manager; R. 
Bennett, office manager and as- 
sistant treasurer; T. A. Walton, 
sales manager; Harry Anderson, 
purchasing agent, and Miss Le- 
lah Horning, sales promotion 
manager. After the morning meet- 
ing, dealers enjoyed a luncheon 
at the Maple Bluff Country Club. 

J. A. Fitschen, general mana- 
ger of the company, stated that 
he sincerely believes that the 
key to wholesale hardware house 
success is a scientific approach 
to the problem of decreasing the 
cost of distribution; a true un- 
derstanding of the wholesaler’s 
problems by the retailers, who 





are a part of that problem; and 
a keener interest in looking out 
for the welfare of the consumers 
who should receive greater values 
for their money. He reported 
that the company’s operating ex- 
penses are now 9.89 per cent of 
gross overhead. 

It has been a Wisco policy that 
all customers discount their bills 
every fifteen days. The company, 
on the average, never has over 
twenty days’ business on the 
books. There are thirty-four em- 
ployees. Only three members of 
the organization are more than 
35 years old. No employee has 
had less than a high school edu- 
cation, and more than half of the 
employees are College or Univer- 
sity graduates. 

Early in 1936, Wisco adopted 





as its slogan: “Streamlined Ser- 
vice,” which is incorporated on 
the cover of the company’s new 
and attractive general catalog. 
The same symbol is used on the 
new Wisco field service men’s 
cars. A special department is 
maintained for creating sales pro- 
motion materials for dealer use, 
and radio advertising is also 
utilized to develop business for 
dealers. Remarkable results have 
been ieported from the com- 
pany’s monthly sales promotion 
activities which have been 
planned with the thought that 
the average dealer does not have 
the experience or facilities to do 
a really successful job of adver- 
tising and merchandising without 


aid. 
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JOINS ALL-STEEL ACQUIRES 
cee GEN. WOOD DENIES WHOLESALING PLANS jumema etal. CADET 
2, widely FOR SEARS, ROEBUCK BUT RUMOR PERSISTS Acquisition of the business of 
industry, The Aurora Metal Cabinet Co., 
ff of the In recent months there has| chain store and mail order firm| pany has never had any plans| Aurora, Ill, by the All-Steel- 
F. Good- been a persistent rumor that | followed by a new arrangement | for engaging in wholesale dis- | Equip Co., Inc., Aurora, has been 
fr. More- Sears, Roebuck & Co. would an- | for selling its line of major elec- | tribution and has no present | announced by F. R. McQuown, 
with the nounce a new wholesale distri-| trical appliances through large | plans to do so.” vice-president of the latter com- 
is gradu- bution department. It was as-| department stores gave further Despite the general’s very | pany. The line of the All-Steel 
20, when sumed that such an _ activity | impetus to the rumor. clear and positive denial this | Equip company now includes, in 
with the would place Sears in direct com- In response to a request for in- | rumor continues and in the past | addition to the Aurora line, a 








Tire Co. petition with hardware whole-| formation sent by Harpware | week several hardware manufac-| wide range of steel cabinets, 
that firm salers selling for resale through | Acre, Gen. R. E. Wood, president, | turers and distributors have | lockers, typewriter stands, card 
artments, hardware and other stores not Sears, Roebuck & Co., denies | again expressed the opinion that | cabinets, etc., as well as a wide 
perinten- affiliated with Sears. The devei-| that his company has any such | Sears would soon announce a | range of steel shop equipment. 
ant sales opment of an agency plan by this | plans. He writes: “This com- | wholesale division. 
he India DETROIT COMPANY TO 
and fol- NEW COLORADO FUEL &| pared by J. & W. Seligman & Co., | Farrar, general counsel; W. B.| HANDLE RAWLPLUG LINE 
ove ag IRON CORP. BEGINS New York City. Judge Symes | Montgomery, controller, and J. R. G. and T. C. Moeller have 
OPERATI approved the plan orally on] A. Bullington, assistant con- | established the Rawlplug Detroit 
1930 and : — _ | March 13, 1936, at the conclu- | troller. Co., 14415 Myers Road, Detroit, 
of sales Bre 1 ge then ~ yen 6 ag of a two-day hearing in — Mich., to handle all of the prod- 
€ Uolorado rue enver and the pla a . ts of The Rawlpl « Inc., 
Iron Co., Pueblo, Colo., was | firmed by formal ourt order on| E+ H. ROBERTS CORP. | og She Re eae tad City 
taken recently when a court or- April 26. The certificate of in- CHANGES NAME in Detroit and ‘the lower Mich- 
der issued by Federal Judge J. corporation of The Colorado Fuel E. H. Roberts Corp., wood | igan areas. The line of the 
oe sara Symes instructed Arthut | & Iron Corp. was filed with} turning firm of Orange, Mass., | Rawlplug organization includes 
ined Ser- oeder, trustee, to transfer assets | the Colorado secretary of state | has changed its name to Cooke- | anchoring devices for all types of 
rated on of The Colorada Fuel & Iron Co. | April 16 : terial — Reawln) Rawl-A 
, h 1 : Roberts Corp. New machinery | ™4tetia! — Nawiplugs, Kawl-/n- 
a) dinsigagy to the newly formed Colorado Members of the first board of . . ‘ chors, and Rawl-Drives 
catalog. Fuel & Iron Corp. The transfe1 | girectors include Arthur Roeder resins mang ote opine’ ; 
d on the of assets, according to the court’s | Ww, A. Maxwell, Jr., S. G Pier. ee company is expanding grad- 
“e men’s order was as of the close of bus- or W W Ibe "Fe = F ually. 
saint te iness, Tuesday, June 30, and the reall ete Cyril Lc Ouinn, The firm in 1934 took over the TURNER BRASS NAMES 
sales pro- new corporation began opera-| John Evans eal Carl J. Schmid. Gillette Industries of Indianap- WESTERN CANADIAN REP. 
aler us¢, tions July 1. lapp. olis and in 1935 purchased the Bruce G. Long, 550 Beatty St., 
is also The company was one of the At the first meeting of the new Manchester Wood-Turning Co. Vancouver, B. C., has been ap- 
iness for first major companies to com-| board, May 1, the following offi- | The equipment of these two com- pointed representative for The 
ults have plete a plan of reorganization un: | cers were named: Arthur Ro»- | panies was moved to Orange and Turner Brass Works, Sycamore, 
he com- der provisions of section 77-B of | der, president; W. A. Maxwell. | this with other new equipment Ill, in four Canadian provinces, 
momotion the Federal bankruptcy law. The | Jr., vice-president; S. G. Pierson, | is expected to enable the com- including British Columbia, Al- 
en dsesh firm has been in the hands of a| vice-president and _ treasurer; | pany to make more than 125,000 berta, Saskatchewan, and Mani- 
ght that receiver and trustee appointed by | N. H. Orr, vice-president; | turnings per day. toba. Mr. Long has represented 
the district federal court since Thomas Aurelius vice- resident: 1 the Dunlop Tire & Rubber Goods 
ee rn ’ Pp Charles H. Cooke, formerly | cy [td. in th for th 
: ugust, 1933. D. C. McGrew, secretary; H. C. . | Co. Lid. in that area for the 
ies to do a : head of the Athol Comb Co., is ht : This h “ 
ties, The reorganization plan, ap-| Crout, assistant treasurer; Harry | president of the Cooke-Roberts oo Se Pa oe 
elite proved by the court, was pre-| P. Fish, assistant secretary; Fred | ¢ Ss abled him to become thoroughly 
; without Orp. pencer A. Reed, for-| acquainted with the hardware 
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merly president and treasurer of 
the Athol Mfg. Co., is vice-presi- 
dent, and Roy F. Cooke, for- 
merly connected with the Athol 
Savings Bank, is general manager 
and treasurer. 


WISHES CATALOGS 
AND PRICE LISTS 


Wenck’s Hardware, a new 
store at 1162 W. Fourth St., Wil- 
liamsport, Pa., wishes to receive 
catalogs, price lists, and dealer’s 
discounts from manufacturers of 
shelf hardware, tools, kitchen 
utensils, etc. 





and other jobbers who are dis- 
tributors of Turner blotorches, 
firepots, camp stoves, pressure 
lanterns and lamps, water heat- 
ers, cabin stoves, and soldering 
coppers. In his new work, Mr. 
Long plans to spend the major 
portion of his time calling on the 
trade. 


MICH. ASSN. SETS 1937 
CONVENTION DATE 
The Michigan Retail Hardware 
Association will hold its annual 
convention and exhibit in the 
Civic Auditorium, Grand Rapids, 
M‘ch., Feb. 9-12, 1937. 
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FLORENCE STOVE PLANS 
NEW OFFICE BUILDING 


Florence Stove Co., Gardner, 
Mass., will erect a two-story brick 
and steel office building on the 
site of a one-story concrete struc- 
ture, which now adjoins the main 
office building. The new building 
is expected to be ready for oc- 
cupancy by Oct. 1 and will be 
so constructed that a third story 
can be added. The office build- 
ing will be the third major con- 
struction project undertaken by 
the company in the past year. 

Florence Stove Co. has also 
rented the foundry of the Athol 
Machine Co., Athol, Mass., which 
will be used for overflow work 
of the Florence Stove Co. 


HARDWARE MEN WINNERS 
IN TENNIS WEEK WINDOW 
CONTEST 


Hardware dealers were 
dominant among those awarded 
cash prizes and trophies for their 
window displays entered in the 
conttst sponsored by the Sport- 


pre- 


ing Goods Dealer, ‘during the 
fifth annual observance of Na- 
tional Tennis Week, May 23 
to 30. 


In addition to moving a record 





volume of tenn's equipment and | 


accessories, participants reported 
that it likewise stimulated sales 
of a wide variety of merchandise, 
including lawn mowers, garden 
hose, lawn furniture, wire net- 
ting, lemonade sets, cooling jugs. 
etc. 

Among the hardware men 
whose names showed up in the 
prize list, or who qualified as 
runners-up or who received hon- 
orable mention were: Wm. B. 
Burke, Morehouse & Wells Co.. 
Decatur, Ill.; Milton Davenport. 
King Hardware Co., Atlanta. 
Ga.; A. Siros, A. Siros Hardware 
Co., Laredo, Tex.; H. M. Bul- 
luck, W. D. Joyner & Sons. 
Rocky Mount, N. C., and Robert 
L. Gatliff, Railey-Milam, Inc.. 
Miami, Fla. 


RUSSELL HARRINGTON 
MOVES TO NEW FACTORY 


Russell Harrington Cutlery 
Co., Southbridge, Mass., is mov- 
ing into its new factory in that 
city. The offices and a consid- 
erable part of the equipment have 
already been installed and are 
functioning in the company’: 
new quarters. The new factory 
consists of four units, totaling 
178,860 square feet of space. 

It is intended to transfer the 
firm’s Russell division manufac- 
turing from Turners Fall to the 
new Southbridge plant at some 
future date. The management of 
both the Russell and Dexter di- 
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visions remains in the general | 
office in Southbridge, as in the 
past. 


ARTHUR H. BROWN, INC. 
MOVES QUARTERS 


Arthur H. Brown, Inc., manu- 
facturers’ direct representatives, 
because of increased business has 
moved to larger quarters at 200 
First St. or 89 Commercial St., 
Cambridge, Mass. The firm’s 
new building is of cement and 
steel construction with two floors | 
above and three floors below 
ground, providing 30,000 feet for | 
storage purposes. 


TISCHER, DIRECTOR OF 
DAYTON RETAIL ASSN. 


Raymond’ Tischer’ of the 
Tischer Hardware Co., Dayton, 
Ohio, has been elected a mem- 
ber of the board of directors of 
the Dayton Retail Merchants 
Assn., at annual election, 
June 24. He will represent the 


its 





NEW CONSUMER 


| 1937 convention 


hardware trade in the organiza- 
tion and will serve a two-year 
term. 


SOUTHEASTERN ASSN. 
MOVES QUARTERS 


The Southeastern Retail Hard- 
ware & Implement Assn. has 
moved to room 922-23 Atlanta 
National Building, Atlanta, Ga.. 
it was announced by H. M. 


| Simmons, secretary-treasurer. The 


association formerly had offices at 
10 Forsyth St. 

The association will hold 
in Atlanta, 


its 
in 
February. 


EBERLY TO REPRESENT 
NEWARK WIRE CLOTH 


The Newark Wire Cloth Co., 
Newark, N. J., manufacturer of 
wire cloth and wire cloth prod- 
ucts, has appointed 
Eberly as its representative in 
the Detroit, Mich., territory. His 
business address is 2-251 General 
Motors Building, Detroit. 


MARKET DATA 


HANDBOOK NOW AVAILABLE 


The Consumer Market Data 
Handbook; 1936, the latest of 
the series of market data hand- 
books prepared by the Bureau of 
Foreign and Domestic Commerce, 
Department of Commerce, is now 
available from Washington, D. C., 
or the bureau’s district offices, 
located in principal cities, at 50 
cents per copy. 

This study, concerned primar- 
ily with the consumer market, was 
designed as a ready reference book 
presenting the most recent repre- 
sentative and useful statistics per- 
taining to the consumer market. 
A significant improvement is the 
presentation of data for cities 
and other places of more than 
2500 or more inhabitants and fot 
rural areas, as well as for states 
and counties. Data presented for 
minor divisions include 
population; retail and wholesale 
amusement, and 
hotel receipts; postal receipts: 
income tax returns; and wired 
homes. The state totals are sub- 
divided into urban and _ rural 
totals, so that it is possible to 
tell for each state, for example. 
the amount of sales of retail 
stores located in each city, as 
well as the sales of stores located 
in rural areas, broken down by 
counties. 

The presentation of data in 
such detail facilitates their appli- 
cation to individual trading 
areas, which do not always fol- 
low county lines, and also per- 
mits a more intensive analysis of 
the market. It is possible to see 
at a glance the percentage of the 





these 


sales: service, 





county, state, and national retail 


sales made in every community 
of 2500 or more inhabitants. 

A second large table presents 
statistics of motor vehicle regis- 
tration; residence telephones; 
farm information; A.A.A. _pay- 
ments; and emergency relief, by 
states and counties. As the limi- 
tations of space precluded the 
presentation of all pertinent 
available market data, some addi- 
tional state summary tables are 


included. These tables have such | 


figures as the number of business 
telephones; homes having radios; 
the number of dwellings on 


| farms, by value groups; the net 


income reported by individuals; 
the new life insurance written. 
The accompanying text describes 
other sources of market data for 
which no figures are included. 
The Handbook thus serves as a 
source book as well as a reservoir 
of figures, 

This volume will be of assis- 
tance to manufacturers and dis- 
tributors of consumer goods in 
locating those markets where pro- 
mot‘onal efforts will result in 
maximum profitable business. By 
means of a careful market anal- 





Carl J. | 








ysis, based on data such as those | 


in this Handbook, distributors 
will be able to select the markets 
which represent potential sales. 
The data may be used also in the 
setting up of sales and advertis- 
ing budgets; the spotting of ter- 
ritories where selling efforts need 
strengthening; the determination 
of needed changes in method of 
distribution; the location of 
branch houses and warehouse, 
and in many other ways sug- 
gested by local situations. 








MACH. DISTRIBUTORS 
APPOINT COMMITTEE 


P. Ridings, Syracuse Supply 
Co., N. Y, president of The Na. 
tional Supply Machinery 
Distributors’ Association has ap- 
pointed the of the 
standing committees, which will 


and 
members 


serve the association during the 
current year 

The committees 
chairmen are: program commit- 
tee, J. Robert Kelley, Manning, 
Maxwell & Moore, Inc., Jersey 
City, N. J.; overhead expense re- 
search committee, G. W. Dona- 
hue, Stacy Supply Co., Spring 
field. Mass.; committee on small 
orders, E. E. Stvan, Strong, Cat- 
lisle & Hammond Co., Cleveland, 


and their 


| Ohio: membership committee. 
C. E. Curtis, The Western Iron 
Stores Co., Milwaukee, Wis.; 


P. Ridings, chairman ex-officio, 
Syracuse Supply Co., Syracuse, 
N. Y., and Carl A. Channon, rep- 
resentative on industrial supply 
research governing committee, 
Great Lakes Supply Corp., Chi- 
cago, Ill. 

Although the personnel of the 


committee on relations with 


manufacturers has not yet been 
completed, H. E. Ruhf will con- 
tinue as chairman of the com- 
mittee. 

Although the association’s 
membership is now larger than 
at any time in its history, the 
membership committee, on which 
each area is represented, will 
conduct a campaign to secure a 
greater number of new members 
this year than during the previ- 
ous 12 months, when 40 were 


enrolled. 
The program committee under 
the leadership of J. Robert 


Kelley will cooperate in develop- 
ing a program for the next con- 
vention that will be more inter- 
esting and informative than that 
prepared for the recent Atlantic 
City convention, which has been 
characterized as one of the best 
conventions ever held by the 
group. 


REPUBLIC APPOINTS 
NEW DISTRIBUTORS 


Chas. Millar & Son Co., Utica, 
N. Y., has been appointed dis- 
tributor of Enduro stainless steel 
by N. J. Clarke, vice-president in 
charge of sales, Republic Steel 
Corp., Cleveland, Ohio. 

Taylor-Parker Co., Inc., Water 
St. and Commercial Place, Nor- 
folk, Va., has been named dis- 
tributor of tubular products. 
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HANSON SCALE CO. 
INCREASES FACILITIES 


The Hanson Scale Co., Chi- 
cago, due to the increased de- 
mand for Hanson scales, has 
found it necessary to provide 


additional manufacturing facili- 
ties at its Ada St. plant. Conse- 
quently to provide this space, the 
firm’s finished goods and ship- 


ping department have been 
moved to 310 W. Polk St., at 
the Seng Waterway Warehouse. 


The general offices will remain 
at 525 North Ada St. and all 
phone commun‘cations and mail 
should continue to be directed 
to that address. 


NEBRASKA ASSN. SETS 
1937 CONVENTION DATE 


The board of directors of the 
Nebraska Retail Hardware As- 
sociation have chosen Omaha, 
Neb., as the meeting place for 
the 1937 convention, which will 
be held Feb. 2, 3, and 4. The 
exposition will be held at the 
City Auditorium, while the con- 





vention headquarters will be at | 


the Hotel Paxton. 


WOOSTER BRUSH CO. 
HAS SALES MEETING 


The annual sales meeting of 
The Wooster Brush Co., Wooster, 
Ohio, was held at the offices of 
the company on July 2 and 3, 
at which time plans for the new 
brush selling season just starting 
were thoroughly covered, includ- 
ing the new Wooster 3-Point 
Merchandising System for 1937. 
The meeting was in charge of 
Cliff Foss, sales manager and 
Walt Foss, manager sales promo- 
tion. 

The Thursday session was ad- 
dressed by L. H. Weber, 
president, The George Worthing- 
ton Co., Cleveland, Ohio, whole- 
sale distributors of Wooster 
Brushes for many years. L. J. 
Weber, also of the Worthington 
organization, attended the meet- 
ing and joined in the general 
discussion of the distribution 
plans and policies of the Wooster 
company. 


vice- 


150 ATTEND HUDSON 
COUNTY ASSN. OUTING 


About 150 members and 
friends attended the Ist annual 
outing and dinner of the Hud- 
son County Hardware and House- 
furnishing Association of New 
Jersey, held June 28 at the 
Mount Carmel Hotel, Mount 
Freedom, N. J. Games were 
played and contests 
prizes awarded to the winners. 

M. B. Perlman, president, was 


| Charles 





held and | 


presented with a beautiful leather | 
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| shee 


traveling bag in appreciation of 
his services to the association. 
The chairmen of the various 
committees were: Herman Krug, 
Fred Jacobs, M. Grossman, A. 
Taub, D. F. Harty, M. Green, 
M. Eiser, M. Klumpl, J. Perkel, 





R. Davison, B. Levenstein, 


Rust, and J. Arrighi. 


IMPLEMENT FEDERATION 
CONVENES OCT. 7-9 


H. J. Hodge, Abilene, Kan., 


secretary of the National Feder- 





G. | ation of Implement Dealers’ As- 


| sociations has announced that the 

| thirty-seventh annual convention 
of the group will be held in Chi- 
cago, October 7, 8, 9, 1936. The 
Hotel Sherman will be headquar- 
ters of the convention. 


BETHLEHEM STEEL OPENS NEW MILL AT LACKAWANNA 
FOR crea teoencabtt OF SHEETS AND STRIPS 


Two uslilten da dollar plant at 
Lackawanna, N. Y., result of 
increasing demand for sheet 
steel in manufacture of com- 
mercial products. 

the development of a phase 


I: steel making and witness 
the processing of white hot in- 
gots into steel sheets and strips, 
85 editors of 
papers, including several 
writers, were escorted through 
the new $20,000,000 
t-strip mill of 
Steel Co., at Lackawanna, 
on June 30th. Special trains 
from New York, Chicago, De- 
troit and Cleveland were at the 
disposal of the representative 
group and they were greeted by 
M. Schwab, chairman 
and E. G. Grace, president, 
later accompanied them on the 
tour of inspection and spent a 
social afternoon with them at 
the Wanakah Country Club. 
Prediction of a wide 


N order that they might see 


some business 


news 


continuous 
Bethlehem 
MX 


who 


increase 





in consumer demand for sheet 
steel was made by E. G. Grace, 
on arrival at the mill. 
“Bethlehem’s entry into the 
strip-sheet markets through its | 
new continuous mill at Lacka- 


wanna is the result of increasing 
demands for flat-rolled products, 
and the anticipation of further 
extension of this field by reason 
of quantity, quality, and economy 
of operations and products,” he 
said, referring to the official de- 
scription of the mill issued by 
the company. 

“The so-called flat-rolled prod- 
ucts consist of plates, skelp, 
sheet bar, strip, sheets, and tin 
plate. Their production in quan- 
tity has been steadily increasing 
from year to year, particularly 
strip and sheets, until today the 
latter two alone account for over 
30 per cent of the total finished 
steel commodities produced. This 
growth has been most astound- 
ing. Starting in 1911 with 1,- 
358,000 tons of sheets for the 
year, it reached a new high point 
of 7,823,000 tons of strip and 
sheets in 1935. 

“The automobile is, 
responsible for a considerable 
portion of this increase, but in 
addition to the use of strip and 
sheets for that purpose there has 
been a corresponding enlarge- 
ment of the field for ducts, con- 
tainers, siding, roofing, furniture, 


of course, 





Fugene G. Grace, president, 


Bethlehem Steel Co.; 


Julian Chase, editorial director, Chilton, Automotive Publications, 





and Charles M. Schwab, 
John H. VanDeventer, 


Hardware Age Staff Photo 
chairman of 


editor, Iron Age, and 
Phila- 

delphia, Pa. 
by the hardware trade are now 


and formed and stamped _prod- 
ucts. Their possible application 
in many new forms leads us to 
the opinion that the flat-rolled 
products are destined to 
more extensive 

“The adoption of rolling both 
hot and cold rolled sheets by the 
continuous method has produced 
quality, accuracy, and economy. 
which are daily opening new 


even 
. 
use. 


markets and replacing the old 
hand hot mill process.” 
Bethlehem’s continuous strip- 


sheet mill has an estimated an- 
nual capacity of 600,000 gross 
tons. 
the industry’s continuous mills 
up to an annual capacity esti- 
mated at about 8,500,000 tons in 
1936. 

The new mill consists of eleven 
main buildings, and five smaller 
with twenty-two of 
space. It has complete fa- 


ones acres 


floor 


It brings the capacity of | 


cilities for hot rolling and cold | 
rolling and processing of coiled | 
the processes and the plant, has 


strip and sheets. It is the largest 


single enterprise undertaken by 
Bethlehem in recent years. 
So many items now handled 


made of strip or sheet steel that 
the processes entered into were 
particularly interesting. To 
white-hot ingots pass through the 
mighty rollers and come out ia a 
remarkably short time as strips 
of lavender-hot metal 5/16” thick 
and 1200 feet long, is a sight 
that is long to be remembered. 
The entire process of steel mak- 
ing, from the to the sheets 
and forms packed for shipment 
and placed on cars was witnessed 
by the group of editors. Despite 
the fact that a great investment 
has been made modern ma- 
chinery, the company employs 
some 2000 more men than at the 
peak of production in 1929. 
Throughout the very close in- 
spection of the entire plant there 
was every evidence of comfort- 
able working conditions as op- 
posed to the old conception of 
sweat and slavish methods. 

A booklet showing, in color, 


see 


ore 


been published by Bethlehem 


| which gives a clear picture of 
| present day steel making. 
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HARDWARE BRIEFS 





GEORGIA 


J. H. Hunt, owner and man- 
ager of the Hunt Hardware Co., 
Milan, Ga., has moved the busi- 
ness to Eastman, that state. 


The Harris Hardware Co. of 
Carrollton, Ga., has opened a 
branch store at Villa Rica, that 
state, at the corner of Roberts 
and Temple Sts., with W. H. 
McGukin as manager. This is 
the fourth store operated by the 
company, the others being in 
Bremen and Temple, in addition 
to the Carrollton store. 


IDAHO 


Frank Curtiss, Kendrick, 
Idaho, has moved his hardware 
stock into the N. E. Walker 
Building across the street from 
his former location. 


ILLINOIS 


Roy M. Black, president of the 
Black Hardware Co. and the De- 
catur Paint and Varnish Co., 
Decatur, IIl., has announced the 
purchase of a building at 121-129 
East North St., that city, where 
a new hardware store, to occupy 
all three stories, will be opened. 





Simon Bros., 2354 Lake St., 
Chicago, IIl., have taken over the 
hardware store of Louis Horwitz, 
Lake St. Fair. 


INDIANA 


Mrs. Anna Hottenstein is clos- 
ing out the stock of the Hotten- 
stein hardware store, Williams- 
port, Ind., and will discontinue 
the business. 


Woody Holiday will open a 
hardware store in the McCart 
Bldg., Paoli, Ind. 


IOWA 


Frederika Hardware, Freder- 
ika, Iowa, has been remodeled 
and up-to-date fixtures installed. 
The store carries a complete line 
of hardware, stoves, radios, har- 
ness and seeds. 


Wiles General Store has added 
a full line of hardware, electric 
supplies and paint to its regular 
lines of groceries and dry goods. 


42 








The hardware and implement 
business in Leland, Iowa, for- 
merly owned by George Jorgen- 
son, has been sold to Mr. Jones 
of Lake City, Iowa. 





E. E. Stewart of Waterloo, 
Iowa, has taken over the man- 
agement of Kleinpell’s Hardware 
store at Elkader, Iowa. 





W. W. Casady of Hattiesburg, 
Miss., has purchased an interest 
in the Marshall Hardware Co., 
Marshalltown, Iowa. 





Rex Chambers of Harlan, Iowa, 
and C. E. Hansen of Omaha, 
Neb., have purchased the Lloyd 
and Jamison hardware store at 
Harlan and are remodeling and 
renovating the premises. 





KENTUCKY 


Elmer Jones has opened a 
hardware store in Somerset, Ky., 
on East Mt. Vernon St. A full 
line of hardware, paints, and 
builders’ supplies will be carried. 





MASSACHUSETTS 


E. H. Sheldon has discon- 
tinued the business of the Shel- 
don Hardware Co., 8 Church St., 
Chicopee Falls, Mass. 





The R. W. Shattuck Co., Ar- 
lington, Mass., is now open for 
business in its new three story 
building at 444-448 Massachu- 
setts Ave., which has _ been 
stocked with a complete and di- 
versified hardware line. 





MICHIGAN 
The Chemical City Hardware 
has been opened by Mike Knopic 
in Midland, Mich. 
Lambert Brower has opened a 
new hardware store on S. Elm 


St., Zieland, Mich. 


MINNESOTA 


Arthur Gentz has purchased 
the interest of Ed Bolden in the 
M W Hardware store at Roches- 
ter, Minn. 





P. G. Kelley has opened a 


hardware store at Tracy, Minn. 





Marcus Hinnenthal and Ed- 
mund Stindt have succeeded Sny- 








der & Hallander in the hardware 
business at St. Peter, Minn. 





T. J. Lano has purchased all 
the interests of the estate in 
Lano’s Hardware at Long Prai- 
rie, Minn. For the past two years 
he has managed the store. There 
will be no change in the name 
or the policy of the business. 





Clarence Coleman expects to 
have his new hardware store in 
Lake City, Minn., ready for busi- 
ness early in June. 


MISSISSIPPI 


The Jackson Hardware Co., 
New Albany, Miss., has pur- 
chased the Collins Electric Co. 
there, and will become distrib- 
utors for General Electric prod 
ucts. 





The Caldwell Hardware Co., 
New Albany, Miss., owned by 
W. Percy Caldwell, has been 
sold to Hugh B. Phyfer, who has 
been. associated with his father 
in the hardware business in 
New Albany. It is understood 
that the Phyfer Hardware Co. 
plans to add a line of house- 
furnishings. 





William Louis Mosal, who has 
operated a hardware business at 
Canton, Miss., for several years, 
has moved into the Wohner Bldg., 
on the east side of the square. 


MISSOURI 


, The Schroeter Hardware Co., 
St. Louis, Mo., has leased a store- 
room and basement quarters at 
907 Washington Ave., that city, 
containing approximately 5000 
square feet of floor space. The 
building will be remodeled and 
equipped for the sale of hardware 
and kindred products. 


MONTANA 


R. K. Bates, manager of the 
Yellowstone Lumber Co., Broa- 
dus, Mont., is celebrating the 
16th anniversary of the company 
by opening a new hardware store, 
there. 


NEBRASKA 
The Cabela Brothers, Chap- 
pell, Neb., are opening a hard- 
ware store there temporarily in 
the building formerly occupied 
by the Johnson Pharmacy. 





NEW JERSEY 


R. L. Fliegel has opened a 
hardware and electrical store on 
Main St., Andover, N. J., and 
will carry a complete line of 
hardware, paints, builders’ sup- 
plies, electric refrigerators, wash- 
ing machines, and other electrical 
appliances. He will also do elec- 
trical contracting and house wir- 
ing as a part of the store’s ser- 
vices. 


Newly appointed as _ under- 
sheriff of Union County, N. J., 
Alexander C. Campbell has an- 
nounced the sale of his hard- 
ware business in Union Ave., 
Scotch Plains, to P. W. Coombes, 
of Elizabeth, N. J. The business 
will henceforth be known as the 
Scotch Plains Hardware Co. Mr. 
Coombes also operates a hard. 
ware store in Spring St., Eliza 
beth. Mr. Campbell is retiring 
from business to devote his full 
time to his new duties. 


NEW YORK 


John T. Fix, president of Cor- 
nell Brothers, Inc., Tuckahoe. 
N. Y., since acquiring control of 
the company, has announced a 
complete change in its ownership 
and management. James E. 
Brundage, of Mt. Vernon, N. Y., 
has become junior partner and 
secretary and Samuel L. Riley, 
of Scarsdale, who was one of the 
original partners of the firm, is 
associated with the company in 
an advisory capacity and as 
treasurer. 





Clayton D. Hillson has opened 
the Corner Hardware store at 
Stamford, N. Y. The layout of 
the store was planned by the 
New York State Retail Hard- 
ware Assn. In addition to gen- 
eral hardware, paints, tools and 
housewares will be stocked. 





Harry DeBruyen of Newark, 
N. Y., and William Carpenter of 
Rochester, N. Y., will open a 
hardware store at Newark with 
a complete line of hardware, 
paint, washing machines, and 
stoves. Mr. DeBruyen has been 
associated with the Garlock 
Hardware Corp. for the past 14 
years. 


The Monticello Hardware Co., 
Monticello, N. Y., has been re- 
opened in larger quarters in the 
Geraghty Bldg., opposite the 
Monticello Inn. 
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NORTH CAROLINA 


The Hardimon and Son branci: 
hardware store has been opened 
in Kannapolis, N. C., in the 
building next to Homer Ketchie’s 
grocery in North Kannapolis. 


OHIO 

Don Stewart, who operates the 
general store in Gilboa, Ohio, has 
rented the Devore room adjoining 
the store and has moved in with 
his line of hardware, harness, and 
paints. He has taken Lis son- 
in-law, Orland Knepper, in as 


partner and as general manager 
of the hardware department. 





The Strong Hardware Co., Ra- 
venna, Ohio, has been granted a 
charter of incorporation, with an 
authorized capitalization of $25,- 
000. Incorporators are: Novalie 
C. Heckler, A. C. Heckler and 
J. B. Heckler. 


OREGON 


The West Hardware Co., 4014 
N. E. Sandy Blvd., Portland, 
Ore., is building a 50x 100 fet. 
one-story building at 43rd and 
Sandy Blvd., that city. With the 
new quarters the firm will ex- 
pand and stock a more complete 
line of merchandise. The build- 
ing is expected to be ready fox 
business by Sept. 1. 


PENNSYLVANIA 


The Spettigue Hardware store, 
Honesdale, Pa., has closed its 
doors after 65 years of business. 
The stock was sold at a general 
sale. Mr. Spettigue, the pro- 
prietor is retiring because of 
poor health. 


TENNESSEE 


Fred M. Greer has purchased 
full interest in the hardware 
business of Duncan & Greer, 
Knoxville, Tenn., and it will now 
be conducted in his name only. 


TEXAS 


Gilbert Brothers, Nacona, Tex., 
have moved the hardware depart- 
ment of their business to the 
Fooshee Bldg. and plan to oper- 
ate this as a separate department 
of the business. The new loca- 
tion is equipped with modern 
fixtures, especially designed for 
the hardware department. 





Farmers Supply Co. is the new 
name of the store owned and 
operated by John S. Jinkins and 
John S, Jinkins, Jr., at Nacog- 
doches, Tex. The business was 
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PENN EXPORT OFFICE 
IN NEW LOCATION 


The Penn Electric Switch Co. 
export office was moved on July 
15 from 15 Laight St., New York 
City, into larger quarters at 100 
Varick St. The change was ne- 
cessitated by increased activity 
in the export market, according 
to A. R. Rocke, export manager. 


DAVID W. BARLOW 


David W. Barlow, 94, retired 
inventor and gunmaker at the 
Remington Arms Co., of Illion. 
N. Y., and the Winchester arms 
plant of New Haven, Conn., died 
at his home in New Haven, June 
23. He leaves a daughter. 


T. H. WILKINSON 


T. H. Wilkinson, 64, prominent 
hardware merchant of Bartow, 
Fla., passed away June 20 after 
a brief illness. He is survived 
by his widow, four daughters and 
three sons. 


FRANK E. SMITH 


Frank E. Smith, 73 prominent 
business man of Peoria, Ill.. 
passed away recently at his home 





- GILBERT BROTHERS IN 


LARGER QUARTERS 


Gilbert Bros. Hardware Co., 
well-known wholesalers of Port- 
land, Ore., have leased a_ five- 
story and basement building at 
S. W. 2nd Ave. and Ankeny St., 
that city, known as the New- 
market Annex. It will be used 
for warehousing and for the 
wholesale heavy hardware, iron, 
and steel departments of the 
firm. 





formerly operated under the name 


of John S. Jinkins. 


WISCONSIN 


Frank Kies of Winters, Wis., 
has taken his brother into part- 
nership in the firm now known as 
Kies Hardware. Their garage has 
been remodeled into a hardware 
store and they will devote their 
full time to hardware and im- 
plements. 


Schroeder Hardware at Eau 
Claire, Wis., has disposed of its 
stock and discontinued business. 
Mr. Schroeder is a past president 
of the Wisconsin Association. 





OBITUARY 


there. He was formerly presi- 
dent and treasurer of the Clark- 
Smith Hardware Co. and was 
identified with the wholesale 
hardware business in Peoria for 
many years. Prior to his con- 
nection with the Clark-Smith 
company, he was affiliated with 
the Clark-Quien-Morse Hardware 
Co. He was a salesman and later 
became head of that company. 

He leaves a son, Frank Donald 
Smith, and a daughter. 


WILLIS L. JONES 


Willis L. Jones, 56, former 
hardware salesman for the Rich- 
ards & Conover Hardware Co.. 
passed away recently of heart 
disease at his home in Oklahoma 
City, Okla. He leaves his widow 
and a daughter. . 


GUY HAMILTON 


Guy Hamilton, 55, hardware 
dealer and past president of the 
Retail Merchants Association of 
Waynesboro, Va., passed away 
suddenly of a heart attack. He 
had been engaged in the hard- 
ware business for many years. 
His widow survives. 


RUFUS H. BURNETTE 


Rufus H. Burnette, 55, promi- 
nent hardware merchant of 
Springfield, Tenn., passed away 
June 26, following an operation. 
He had been engaged in the 
hardware and farm implement 
business for more than a quarter 
of a century. He leaves his 
widow, two sons and a daughter. 


. 


A. O. ALEXANDER 


A. O. Alexander, 53, salesman 
for the Geller-Ward-Hasner 
Hardware Co., St. Louis, Mo., 
for many years, passed away 
June 21, following a long illness. 


HUGH DIAMOND 


Hugh Diamond, 74, engaged 
in the hardware business in 
Galion, Ohio, for more than 30 
years, passed away at the home 
of his daughter there, June 24. 
He leaves his widow and two 
brothers. 


F. W. HURLBUT 
Frederick Ward Hurlbut, 73, 


former hardware company execu- 
tive, passed away at his home on 











Hunts Point, Seattle, Wash., 
June 23. He established the 
Spelger and Hurlbut Hardware 
Co., in 1890 with E. P. Spelger, 
building up the business until it 
was merged with the Ernst Hard- 
ware Co. in 1929. His widow, a 
daughter and two sons, Robert 
M. and Wade F. Hur!but, survive. 


E. W. MILLER 


E. W. Miller, 64, hardware 
merchant of Walhonding, Ohio, 
passed away recently. He had 
been ill for the past three months. 


GEORGE H. TAYLOR 


George H. Taylor, 76, president 
and treasurer of the George H. 
Taylor hardware store in Wake- 
field, Mass., passed away on June 
26. 

Mr. Taylor came to Wakefield 
in 1880 and entered the employ 
of Daniel Goss, in the heating and 
plumbing business and was soon 
admitted as a partner under the 
firm name of Daniel Goss & Co. 
Upon the removal of Mr. Goss 
from the town, Mr. Taylor started 
in business in a small store, 
gradually building it up to the 
present hardware store. <A 
daughter survives. 


HENRY C. SNOWDEN, JR. 


Henry Clay Snowden, Jr., 73, 
in the hardware business in Me- 
dia, Pa., for more than 50 years, 
passed away recently. He leaves 
his widow and three daughters. 


FRANK TUCKER 


Frank Tucker, 58, hardware 
merchant of Wortham, Texas, 
passed away recently at his home 
in that city of a heart ailment. 
He leaves his widow and a son, 


William Tucker. 


JOHN N. DERSCHUG 


John N. Derschug, president of 
the Easy Washing Machine Corp., 
Syracuse, N. Y., passed away in 
that city, June 2. 


PAUL A. SCHELL 


Paul A. Schell, 70, for many 
years prominent in the hardware 
business in Somerset, Pa., died 
at his home there, May 27. He 
leaves his widow, and two sons, 


Wilbur E. and John Schell. 
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SAN FRANCISCO HARDWARE WHOLESALERS 
CLOSED DUE TO SERIOUS WAREHOUSE STRIKE 


Long drawn out fight under way. Unionization 
demands excessive. Wholesale executives refuse to 
sign up with unions and prefer to remain closed so 
employees will not be subjected to violence. Spread 
of trouble possible. Manufacturers holding up ship- 
ments and retailers suffer from lack of deliveries. 


For nearly three weeks prac- 
tically all important wholesale 
hardware operations have been 
suspended in the San Francisco, 
California, area due to a ware- 
house strike. This strike threat- 
ens to spread to other jobbing 
fields and may develop into an- 
other general strike such as was 
experienced in July, 1934. Manu- 
facturers have been advised to 
delay shipments of goods for this 
area. Retailers are finding it dif- 
ficult to serve current consum- 
er’s needs without recourse to 
their normal wholesale sources of 
supply. 

The strike is premised on 
strong arm attempts to complete- 
ly unionize the warehouse em- 
ployees. To avoid violence on 
their employees, who voluntarily 
have little or nothing to do with 
the strike, wholesale executives 
have closed their places of busi- 
ness. The unionization demands 
include not only hours, wages, 
and union recognition but also 
insist upon securing all ware- 
house employees through union 
hiring halls, without regard to 
their fitness or experience for the 


work. Such a union contract 


Wood-Burning Stove 





This improved type of stove is adapt- 
ed for heating, cooking, and water heat- 
One wood charge in 24 hours is 
in mild weather. 


ing. 
said to be sufficient 





would not permit the operators otf 
these businesses to hire or fire 
on their own judgment, subject 
to their requirements but arbi- 
trarily imposes regulations that 
would make it impossible to con- 
duct business in the judgment of 
San Francisco jobbers. 

It is apparent that Harry 
Bridges, who was the leader in 
the 1934 general strike, is again 
at the head of these unionization 
activities. More than 500 pickets 
are reported as patroling the 
hardware jobbing plants demand- 
ing a closed shop in recognition 
of Warehouseman’s Union, Local 
38-44, affiliated with the Interna- 
tional Longshoremen’s Union. 
Charges of intimidation and 
threats of violence are heard very 
generally with an apparent lack 
of police protection being af- 
forded those who might wish to 
remain open for business. 

If these closed shop demands 
were forced upon San Francisco 
wholesalers there would be a 
unionization of all employees ex- 
cept salesmen and office help. 
The wholesale hardware trade 


was selected for this attack be- | 





being the largest wholesaling in- 
terest in the San _ Francisco 
area. Similar attempts are ex- 
pected in the drug, grocery, dry 
goods and other wholesale fields 
of that area, as is a spread of 
these unionization efforts to other 
parts of the Pacific Coast. 

As the union contract offered 
would expire Sept. 30, 1936, the 
same date as the expiration of 
the existing union contract with 
ship owners and the I.L.A. 
(Longshoremen International), it 
is apparent that union agitators 
and leaders have in mind some 
very general strike or general set 
of further demands on that date. 

Wholesale hardware executives 
have declared their intention to 
fight this strike as long as neces- 
sary and are in revolt against 
what they consider radical or 
even communistic attempts to 
take over virtual control of the 
wholesale business of the Pacific 
Coast. 


MAY HARDWARE CO. 
HONORS H. M. MILES 


Howard M. Miles, Clarksburg, 
Md., recently completed his 25th 
year with the May Hardware Co., 
1818 New York Ave., Northeast, 
Washington, D. C. On the occa- 
sion of his anniversary and in 
appreciation of his record years 
of service, the May company pre- 
sented him with a handsome gold 
watch and chain; the company’s 
recently organized “20 Year 


cause of its size and importance, | Club” gave him a Sterling silver 
| 5 co 


Has steel plate body and attractive black 
Cooking plate on top. 
32 in., occupies spage 22x18%4 in. Made 
Distributor, 
Pearl 


finish. 
in Germany. 


Miller, Inc., 35 
City. 


pocket size. 


Offset Screw Driver 





“Bulldog”—for reaching screws inac- 


cessible to other screw drivers. 
Equipped with two sizes 
of special tempered tool steel blades. 
Direction is reversible without remov- 
ing driver from screw slot. 
hold a quarter-inch screw slot without 
slipping until screw breaks. 
on attractive display card. 

retail selling price, 75c. each. 
Barrett Co., Bristol, Conn. 


Height, 


Robert E. 
St., New York 


Ves! 


Blades will 


Put up 
Suggested 
Wm. L. 








of high manganese steel. 
long, 114 in. wide, is concaved. Handle, 


sandwich tray, and in addition to 
a beautiful basket of flowers, his 
fellow employees also presented 
him with a fine leather belt with 
a suitably inscribed silver buckle. 

Mr. Miles, since becoming asso- 
ciated with the sales force of the 
company, has continuously rep- 
resented the wholesale firm 





H. M. MILES 


throughout Montgomery and 
Frederick counties, Md. 

He was born in 1879 on a farm 
in Clarksburg, where he worked 
for several years of his youth. 
His first employment was with 
a wholesale grocer in Washing- 
ton and for several years there- 
after traveled for an Alexandria, 
Va., concern, serving a territory 
that stretched from Virginia to 
Florida. This fitted him with 
considerable sales experience for 
his subsequent position with the 
May Hardware Co. 


Blade, 9 in. 


Has a heating surface of 18 sq. ft. and 
capacity of 20,400 B.T.U. per hour. 
Takes sticks, 4x4x8 in., split or round. 


Speedy Grass Kutter 


Blade and shank are one solid piece 


including 16 in. wood grip, is 35 in. 
long. The Union Fork & Hoe Co. 
Columbus, Ohio. 


HARDWARE AGE 9 
q 




















ddition to 
owers, his 
presented 
belt with 
er buckle. 
ning asso- 
rce of the 
sly rep- 
ale firm 


ery and 


ma farm 
e worked 
is youth. 
was with 
Washing- 
irs there- 
exandria, 
territory 
rginia to 
‘im with 
ience for 
with the 








Who Makes It? 


information regarding sources of supply as provided readers 
of Hardware Age by the Who Makes It? editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buy- 
ers. This editorial feature in each issue supplements the ser- 
vice rendered by the “Who Makes It?” issue published on Sept. 


26, 1935. 


When writing to the firms mentioned, state that you 


saw the product listed in Hardware Age “Who Makes It?” sec- 


tion or issue. 


West Haven, Conn.: Furnish ad- 
dress of Brannon, Inc., makers of 
an electric glue pot called Glue 
Boy.—Wood’s Hardware, Inc. 

ANSWER: 14307 Third Ave., De- 
troit, Mich. 

Hotitipays Cove, W. Va.: Who 
makes the Acme ball bearing lawn 
mower ?—Weir Cove Hardware. 

ANSWER: This mower was for- 
merly manufactured by the Ameri- 
can Lawn Mower Co., Muncie, Ind. 





% * * 


New Britain, Conn.: Provide 
name and address of the manufac- 
turer of Trimpack, interior finish. 
window sides.—The Kolodney Bros 
Hardware Co. 

ANSWER: Trimpack Corp., 44 
Whitehall St.. New York City. 

* * * 

Fatt River, Mass.: Where can 
we purchae cuts for use in news- 
paper advertisements?—J. O. Neill 
Supply Co. 

ANSWER: Vincent Edwards & 
Co., 342 Madison Ave., New York 
City, and Cobb Shinn, 40 Jackson 
Place, Indianapolis, Ind. 

*% * *% 


GREENWICH, Conn.: Where can 
repair parts for Douglas pumps be 
purchased? —Greenwich Hardware 
Co. 

ANSWER: W. & B. Douglas 
Pump Co.. 6245 State Road, Phila- 
delphia, Pa. 

* * *& 

Biuerietp, W. Va.: Who makes 
a hand lawn mower operating on 
the same principle as a mowing ma- 
chine ?—Bluefield Supply Co. 

ANSWER: Clipper Mfg. Co., Inc., 
Dixon, Il. 

* * * 

Westwoop, N. J.: Furnish ad- 
dress of the Gurney Elevator Co.— 
Voz Hardware. 

ANSWER: 109 W. 64th St., New 
York City. 
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The 

Standard Reference Book 

for hardware and related 

merchandise the next edi- 

tion of which will appear 
on August 27, 1936. 


BrooksviLLe, Fia.: Who makes 
the H. P. Model Sturgis charge slip 
holder?—The Russell Hardware Co. 

ANSWER: Sturgis Register Co., 
Sturgis, Mich. 

* *% * 

Jersey City, N. J.: Who makes 
the Wizard Window scraper?—Geo. 
Rust Hardware. 

ANSWER: A. F. Dormeyer Mfg. 
Co., 2640 N. Greenview Ave., Chi- 
cago, Ill. 

% # * 

Natrona, Pa.: Furnish name and 
address of the manufacturer of Ver- 
delite desk lamps.—Rusiewiz Hard- 
ware. 

ANSWER: Faries Mfg. Co., De- 
catur, Ill. 

* * *% 

Wasuincton, D. C.: Who makes 
the Justrite self heating soldering 
copper ?—Ullman’s Hardware. 

ANSWER: Justrite Mfg. Co., 
2061 Southport Ave.. Chicago, III. 


Dover, N. H.: Provide name and 
address of the firm that has acquired 
the American Wringer Co., formerly 
located at Woonsocket, R. I.—J. 
Herbert Seavey. 

ANSWER: Lovell Mfg. Co., Erie, 
Pa. 

* & # 

Beaver Dam, Ky.: Who makes 
Cleveland pressed steel truck stake 
pockets ?—-Young Lumber Co. 

ANSWER: Cleveland Hardware 
& Forging Co., 3250 E. 79th St., 
Cleveland, Ohio. 

* sg * 

MeprieLp, Mass.: Provide address 
of the Bookhop Broom & Brush Co. 
—Wnm. Wright. 

ANSWER: 841 Thirty-ninth St., 
Brooklyn, N. Y. 

* * * 

New York City: Who makes the 
Signagraph, a machine which en- 
ables one to sign a number of 
checks, etc., at one writing ?—Irving 
Hardware Co. 

ANSWER: Signature Co., 25 S. 
William St., New York City. 


° * * * 


BERWYN, Itt.: Who makes the 
Neptune lawn mowex?—Tom Jan- 
sky Hardware, Ace Store, No. 48. 

ANSWER: Great States Corp., 
Shelbyville, Ind. 7 

* *% % 


Kerco Harsor, Micu.: Where 
can Brades trowels be purchased ?— 
Keego Hardware Co. 

ANSWER: John H. Graham & 
Co., Inc., 113 Chambers St., New 
York City. 

* * * 

Ma.one, N. Y.: Supply names 
and addresses of manufacturers of 
rabbit and parrot cages.—Malone 
Hardware Co., Inc. 

ANSWER: The Andrew B. Hen- 
dryx Co., 89-92 Audubon St., Chi- 
cago, Ill.; Union Steel Products Co., 
Albion, Mich.; Joshua Horrocks, 
Inc., 41 Schenectady Ave., Brooklyn, 
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ers who establish a wholesale price 
differential. As a matter of fact, it 
would place the respective customers 
on a fairer competitive basis than if 
there were no differentials. 

QUESTION 3—Can a seller quote 
a cut price to a buyer in order to 
meet competition? 

ANSWER — If the low price is 
quoted exclusively for the purpose 
of meeting competition, the seller 
is within the law as Section 2(b) 
specifically provides “that nothing 
herein contained shall prevent a 
seller rebutting the prima-facie case 
thus made by showing that his lower 
price or the furnishing of services 
or facilities to any purchaser or pur- 
chasers was made in good faith to 
meet an equally low price of a com- 
petitor, or the services or facilities 
furnished by a competitor.” 

It should be clearly understood 
that in quoting a price of a char- 
acter which would be contrary to the 
other sections of the law in order to 
meet competition, the seller must be 
in a position to clearly prove to the 
Commission the existence of the 
low price quoted by a _ competi- 
tor. In other words, there must be 
definite evidence of a character 
which can be presented to the Com- 
mission and not a rumor or hearsay, 
or the inference of a buyer, that a 
lower price exists. 

QUESTION 4—Under what con- 
ditions may quantity discounts or 
differentials be allowed? 

ANSWER-—Quantity discounts are 
permissible. The law treats the sub- 
ject of quantity discounts separately, 
but says that nothing contained in 
it shall prevent differentials which 
make “due allowance for differences 
in the cost of manufacture, sale or 
delivery resulting from different 
methods or quantities in which such 
commodities are to such purchasers 
sold and delivered.” In other words, 
differences in the cost of manufac- 
ture, sale or delivery that result from 
the quantity sold or the method in 
which delivery is made, may be rec- 
ognized by quantity differentials. 

QUESTION 5—Does the law con- 
trol quantity discounts which dis- 
criminate in favor of unusually large 
buyers such as the chains and mail 
order houses? 

ANSWER—Yes, the law provides 
that after proper investigation and 
hearing of all parties interested, the 
Federal Trade Commission may fix 
and establish quantity limits where 
it finds that the number of purchas- 
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Legal Opinions on the Robinson-Patman Bill 


(Continued from page 20) 


ers able to buy in exceptionally large 
quantities are so few in number that 
the differentials established unjustly 
discriminate in their favor or tend 
to promote a monopoly. The Com- 
mission is authorized to revise such 
quantity limits as may in its judg- 
ment be necessary and when they 
are established it is unlawful to 
adopt differentials for quantities in 
excess of those so fixed by the Com- 
mission, 

QUESTION 6—Does the Law pro- 
hibit discounts on Quarterly or Year- 
ly purchases? 

ANSWER—It is assumed that a 
discount on quarterly or yearly pur- 
chases is a quantity discount and 
considering it from that point of 
view, such a discount would be al- 
lowed provided, of course, it was 
made in good faith and in the normal 
course of business and would be ex- 
tended to all customers on the same 
basis. 

QUESTION 7—Does the law pro- 
hibit close-out sales of obsolete or 
seasonable merchandise? 

ANSWER—Section 2(a) contains 
a clause stating that nothing in the 
Act shall prevent price changes from 
time to time made in response to 
“changing conditions affecting the 
market for or the marketability of 
the goods concerned such as, but not 
limited to, obsolesence of seasonable 
goods or sales in good faith in dis- 
continuance of business in the goods 
concerned.” Under this wording it 
would seem that the intent of the 
sale as well as the effect of the trans- 
action are of substantial importance 
where the effect of the sale is not 
discriminatory and does not tend 
to lessen competition or create a 
monopoly, etc., that such sales will 
not be considered in violation of the 
Act. 

QUESTION 8—Is it unlawful to 
secure a price that is discrimina- 
tory? 

ANSWER—Yes the Act states it 


is unlawful for any person to “know- 





ingly induce or to receive a discrim- 
ination in price which is prohib- 
ited.” 

QUESTION 9-— What penalties 
are imposed for violation of Sec- 
tion 3? 

ANSWER—Section 3 states that 
any one violating any of the provi- 
sions of this section shall, upon con- 
viction “be fined not more than 
$5.000 or imprisoned not more than 
one year or both.” 

QUESTION 10—Where a person 
suffers damages as a result of dis- 
crimination can they be recovered? 

ANSWER—Yes, the Clayton Aci 
of which the Robinson-Patman Act 
now becomes a part states that where 
damages can be established, it is 
possible to recover them three-fold. 

In conclusion it should be pointed 
out that in attempting to understand 
this law, one should constantly bear 
in mind the purpose for which it 
was enacted. 

All of the discussions in Congress 
clearly show that it is aimed at price 
discrimination in favor of the un- 
usually large buyers such as chain 
stores and mail order houses which 
give them a competitive advantage 
over smaller independent merchants. 
and to prevent discriminatory prac- 
tices which tend to lessen competi- 
tion, create a monopoly or to injure, 
destroy or prevent competition. 

Where present practices are clear- 
ly equitable and fair and are the 
result of long accepted trade usage, 
and where these practices and poli- 
cies are not discriminatory or unfair 
toward smaller purchasers but are 
in fact made in good faith, it would 
not seem wise to attempt to com- 
pletely change them, but rather con- 
tinue to conduct one’s business nor- 
mally as heretofore pending some 
clarification of doubtful points by 
opinions of the Courts when they are 
called upon to determine how the 
law shall apply to specific business 
transactions. 


J. W. McWitiaMs. 





Unearned Cash Discounts 


Perhaps no other type of trans- 
action causes more unwarranted mis- 
understanding, confusion and un- 
necessary correspondence, than the 
deduction of unearned discounts 
from remittances. 

Cash discounts are not in any 
sense trade discounts. 

A cash discount is offered only as 
an incentive for payment of invoices 


within a specified time. When in- 
voices are not paid within that 
period, the discount cannot be fairly 
deducted. 

Observance of terms is an essen- 
tial part of established and main- 
tained business integrity. 

Earn discounts by paying within 
the discount period. Don’t take them 
otherwise. 
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Natienal 
CABINET SETS 


Portray quality at a glance 


[' is not always possible to recognize a prod- 
uct of merit by its outward appearance, 
but these attractive cabinet sets, because. of 
the smartness of their design and their beau- 
tiful lustrous finishes, possess distinct eye 


appeal. 


The wide variety of attractive finishes of this 
hardware provides a harmonious match for 
the style and the finish of the cabinets them- 
selves, and your trade will be pleased with 
the working efficiency of the novel hinge and 
catch actions as well. 


Profitable repeat business is built upon the 
satisfaction delivered by National Hardware. 
If you are not already established as a dealer 
in this popular hardware, we suggest that you 
write for full particulars today. 


National Builders’ Hard- 
ware is sold direct to the 
retail dealer—a policy 
that promotes quality, 
service and direct selling 
cooperation. 


No. 705R No. 705S 
Cabinet Door Latch Cabinet Door Latch 





National Manufacturing Company 


STERLING « ILLINOIS 
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Announcin g 


G-E : 
Glyptal Cement 


EXCEPTIONALLY ADHESIVE ...EASY TO USE 
Made by GENERAL ELECTRIC — A Household Name 
.--STOCK THIS FAST-SELLER... 































The General Electric Company announces G-E Glyptal Cement — a 
superior cement for household, commercial and industrial uses. G-E 
Glyptal Cement is easy to apply, is exceptionally adhesive, quick-drying, 
transparent, flexible, and resists water and oil. It permanently mends 
all common types of material, including glass, china, wood, metal, leather, 
paper, celluloid, cloth. 

The attractive merchandising package shown here will help you to 
move this product fast. Placed in your window or on your counter, the 
giant cut-out tube will quickly capture attention. The box beneath the 
cut-out contains a supply of 12 tubes of a handsome modern design in 
black and orange. 

G-E Glyptal Cement retails for 25 cents a tube. You are offered a 
generous profit margin. And remember, General Electric is a household 
name — you are assured of a fast turn-over. 

Get in touch with your nearest G-E Merchandise Distributor, or send 
the coupon today for complete details. 
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Section M-267, Glyptal Cement, 
General Electric Co., Bridgeport, Conn. 

Please send me complete information about your 
new G-E Glyptal Cement. 








RO RANBIR GS: 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims—New Packages 
—New Colors—New Deals— 










he 
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Hardware Stores 


Kitchen Hardware Panel 


Durable 











This attractive display panel is fur- 
nished without charge with the No. 6 
assortment, which includes 6 each of 
the following nine items: three modern 
door or drawer pulls, 244, 4 5/16, and 
45/8 in. the latter forged steel; 
wrought brass knobs, 15/16 and 1 3/16 
in.; concealed latch, R or L hand, flush 
or offset modern design handle, %4 x 24% 
in.; modern flush hinge, 144 x2 11/16 
in.; semi-concealed modern hinge for 
% in. door with 3¢ in. offset, and 
1% x2%x 214 in. modern hinge for *% 
in. offset. Finishes are: polished 
chromium, dull chromium or _ dull 
nickel. Individual items retail from 
lic to 35c each, totaling, $14.10. 
American Brass Goods Co., Grand Rap- 


ids, Mich. 


Samco Heaters 

Two catalogs. One presents the pot 
type oil burning heaters in the DeLuxe 
and Standard circulating models and 
also a radiant heater. The second 
presents Samco Gas Heaters, A.G.A. 
approved. These include: a new “Com- 
bination” radiator and_ circulator; 
“Forced Air” and circulator heaters; 
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“Forced Air” room heaters: radiant 
bath and room heaters; bath room 
heaters; porcelain enamel bath heaters; 
and electrical hot plates and room 
heaters. The models are illustrated in 
color and accompanied by complete 
descriptions and specifications. Samuel 
Stamping & Enameling Co., Chatta- 
nooga, Tenn. 


Wood Turning Lathe 





W-20 has Multispeed Drive, totally 
enclosed giving any speed from 800 
r.p.m. to 4000 r.p.m—speed controlled 
by lever on outside of headstock, with- 
out manual belt shifting; swing of 14 
in.; bed of two heavy cold drawn steel 
tubular sections, ground smooth for ac- 
curacy; reversible headstock; headstock 
spindle, threaded to fit all accessories; 
motor, 1/3 h.p.; distance between cen- 
ters, 31 in. Yates-American Machine 
Co., Beloit, Wis. 


Steel Belt Lacing Lengths 


The nine large sizes of Alligator 
Steel Belt Lacing, from numbers 15 
to 75 are listed in lengths from 14 to 
96 in. Lacing is packed carefully com- 
plete with hinge pins and handle gage 
pin. Sectional rocker hinge pin is sup- 
plied for power transmission units but 
a one piece corrugated hinge pin is 
used on conveyor belts. As in the stand- 
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ard boxes of Alligator Steel Belt 
Lacing, the special lengths are also 
available in Monel Metal and _ non- 
sparkling and non-magnetic alloys. 
Flexible Steel Lacing Co., 4607-31 Lex- 
ington St., Chicago. 


Auto-Finish 





“Larcoloid”—said to dry dust-free, 
out of tack in 15 minutes and hard 
in one hour. Applied either with brush 
or spray. Contains no explosives and 
said to resist alcohol, acids and alkali. 
May alsp be used for furniture, interior 
work, and floors. Larkin Co., Inc., Buf- 


falo, N. Y. 


Witte Hardware Catalog 


This complete general catalog No. 36 
is an attractive hard-covered volume 
of 1309 pages of descriptions and illus- 
trations of the complete lines of hard- 
ware carried by the company. Price 
information is given. The index pages 
have been placed in the center of the 
volume and can be distinguished by 
their bright pink color. The catalog is 
divided into sections and_ includes: 
mechanics’ tools, agricultural _ tools, 
builders’ hardware and materials, gen- 
eral hardware, stoves and household 
goods, cutlery, clocks and watches and 
electrical appliances, sporting goods and 
fishing tackle, wheel goods, skates, and 
sleds, and automotive accessories. The 
rear pages of the catalog are blank and 
headed, “Memorandum.” Witte Hard- 
ware Co., 706 North Third St., St. Louis, 
Mo. 
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HOWSD the 


HARDWARE 
Business ? 


A price change on game traps ee 
has been announced by the Animal A 
Trap Company of America. The new 
prices were dated June 1 and figure 
about 10 per cent higher on some 
items than the earlier 1936 schedule. 
The No. 1 Victor trap now will cost 
dealers $1.69 and retail at $2.25 per 
dozen, reverting to last year’s price, 





ADVANCES BECOMING EFFECTIVE 
Elbows Stove Pipe 
Sheet Iron Heaters 

Steel Butts & Hinges 


Animal Traps 


Linseed Oil 
Pipe Wrenches 


DECLINES BECOMING EFFECTIVE 


Competitive Grade Tools Lock Washers 
Anti-Freeze Alcohol Java Sisal Twine 


Lock Washers July 16, 


ADVANCES ANTICIPATED 1936 


Electrical Sundries Paint 





With the advance in steel 


prices the Manufacturing Division of 
Stratton & Terstegge Co. Main and 
16th Sts., Louisville, Ky., has sent 
out the following announcement: 
“Steel has definitely advanced, mak- 
ing it necessary tu advance our 
prices on stove pipes, elbows and 
sheet iron heaters. Effective immed- 
iately, all quotations are hereby 
withdrawn. This change in our prices 
will not affect contracts made with 
us earlier in the year which have 
not yet been completed. New prices 
will be quoted on application.” 


*+* + 


Ammunition orders for fall 
shipment are beginning to reach the 
jobbers in better volume, and con- 
siderable buying also is being done 
for immediate delivery. Until re- 
cently, dealers had been very slow 
in starting to buy. Prices are some- 
what higher than during last season, 
and are being maintained much bet- 


willing to pay, the five per cent ad- 
vance already announced for July 1, 
and will be passing this change 
along to the stores very promptly. 
Prices of plain steel washers are 
unchanged, but a ten per cent reduc- 
tion by all makers, affecting lock 
washers only, in bulk and in cartons, 
is announced. 


* * * 


Prices on steel butts and 
hinges have been marked up 244 to 
5 per cent by leading manufac- 
turers, some change sheets being 
dated June 1, others later. 


and cancelling the Feb. 1, 1936 re- 
duction. Proportionate advances 
have been made in the other trap 
sizes. The Triumph and Gibbs grade 
also have been raised and will be 
priced approximately 5 per cent 
under the Victor. 


* *% * 


Linseed oil prices have turned 
decidedly upward again. The advance 
of June 19 was followed by a simi- 
lar mark-up of 14% cents per gal- 
lon on June 26 and again on July 3. 
Still other increases are expected. 
One reason assigned is the drought 
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ter. No changes are expected on the 
part of either the manufacturers or 
the wholesalers, and all are express- 
ing great confidence in the market 
as now established. 
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+ * * 


Makers of bolts and nuts are 
unusually busy, and most of them 
are behind on deliveries. This situ- 
ation helps greatly in the firmness of 
bolt prices, there being less irregu- 
larity than for many months past. 
Jobbers are having to pay, and seem 
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THREE REASONS 
Why you can expect 


good fence sales 


this fall . . . 


7 e A tremendous backlog of fence requirements has 

been accumulating fora number of years. In ad- 
dition, the cold winter and late spring this year caused 
many farmers to put off their usual spring fence build- 
ing until fall. 






















y J . The farmer’s income from regular sources has 
been greater for the past year than for many years. 


3 His supplementary income from such sources as 

the soldiers’ bonus and government benefits put 
cash in the farmer’s pocket and strengthened his finan- 
cial position. 


Pp REPARE now to get your share 
of this potential fall fence business by 
stocking up with Pittsburgh Fence in 
both hinge-joint and stiff-stay styles. 
The stage is all set for a good season of 
fence sales. You'll get your share if 
you have what the farmer wants when 
he asks for it. Pittsburgh Fence gives 
the farmer more for his money and that’s 
what counts in volume sales. 
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damage in the flax-growing areas, 
but a more potent influence is prob- 
ably the recent increase in duties on 
imported substitute oils. Paint prices 
very likely may be affected, eventual- 
ly, but the present season has so far 
progressed that the influence will not 
be felt immediately. 


* + # 


The Stanley Rule & Level 
Plant have announced new prices on 
their line of “Defiance” tools. One 
change of importance affects the 
competitive grade planes, which show 
a reduction from former prices, of 
about 5 to 10 per cent. There was 
also a reduction of 10 per cent on 
low-priced screw drivers, made to 
retail at 10 cents. Effective July 1, 
an advance was made on Trimo, 
Walco and Rigid pipe wrenches of 
about 7 per cent, and on Stillson 





pattern pipe wrenches an advance 
of 5 to 10 per cent. Jobbers report 
tool sales are much better than last 
year, with demand gaining for the 
better qualities. 

* * * 


Prepared roofing manufactur- 
ers have made some slight changes. 
effective July 1, in their sales plans, 
and in prices. Quotations to retail 
carload buyers, in areas adjacent to 
the various factory points, are un- 
changed, and outside carload buyers 
are now given the same prices; with 
a small freight adjustment. Prices 
on 5-ton lots and on smaller quan- 
tities are very slightly reduced from 
the basis announced April 15. 

* * % 


Prices on manila and sisal 
rope have been reaffirmed by all 
leading makers, without change for 





WHOLESALE HARDWARE COLLECTIONS 


NEW YORK—tThe per cent of 
wholesale hardware charge ac- 
counts outstanding April 30, 1936, 
collected in May was 47.3 per cent 
in 1935, and 46.4 per cent in 1936. 


RICHMOND—tThe percentage of 
May 1, 1936, wholesale hardware 
receivables collected during the 
month was 48.9 per cent. 


PHILADELPHIA—tThe ratio of 
collections to receivables in May, 
1936, was 53; in April, 1936, was 
48, and in May, 1935, was 45. 


CHIC AGO—The per cent of change 
from May, 1935, in wholesale hard- 
ware accounts outstanding was 
plus 14.6 per cent; collections were 
plus 16.8 and the ratio of accounts 
outstanding to net sales was 177.4 
per cent. 


ST. LOUIS—General collections 
during April indicate a continuance 
of the high rate of efficiency which 
has prevailed throughout the pres- 
ent year. Representative interests 


Per Cent of Increase or Decrease in 1936 

Wholesale Hardware SALES as compared 

With Corresponding Months of 1935. 
(National Averages.) 
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reported on May collections as fol- 
lows: fair 47.8 per cent; good 47.8 
per cent; excellent 2.9 per cent, and 
poor 1.5 per cent. 


SAN FRANCISCO—The percent- 
age of wholesale hardware collec- 
tions during May to the total 
amount due from customers (out- 
standing) on first of month was 
49.2 per cent in May, 1936, and 43.3 
per cent in April, 1935. 


DALLAS—The ratio of wholesale 
hardware collections during May to 
accounts and notes outstanding on 
April 30, 1936, was 52.3 per cent. 


MINNEAPOLIS—Wholesale hard- 
ware accounts and notes receivable 
were plus 10 per cent on May 31, 
1936, as compared with the same 
date last year. 


CLEVELAND—CoOllections contin- 
ued generally good throughout the 
entire wholesale field embraced by 
the Fourth District. 




















Per cent of Increase or Decrease in 1936 

Wholesale Hardware STOCKS as Compared 

With Corresponding Months of 1935. 
(National Averages.) 








the third quarter. No 1 quality ma- 
nila remains at 201% cents base per 
pound for sizes 34 inch and larger, 
f.o.b. central (zone 2) shipping 
points. No. 1 sisal rope remains at 
15 cents base. In some sections there 
is price-cutting on “leader” grades 
of No. 2 manila rope, but usually 
based on the product of the smaller 
manufacturers. A recent decline is 
noted, of one cent per pound. on 
Java sisal twine. 

* % % 


Prices for the coming season 
have been issued by distillers on 
their premium alcohol for anti- 
freeze purposes. One of the leading 
companies shows a decline of one 
cent per gallon from the basis of last 
winter. Distributors are already 
soliciting this business aggressively 
and orders are starting to come in. 

* * * 


The turn of the year finds 
hardware enjoying a volume which 
has suffered only slightly from the 
traditional summer let-down. The 
easy money so_ widely spread 
throughout the country is being spent 
as expected and intended but that is 
not alone in accounting for a June 
which reached close to the sales 
totals of the preceding months. For 
one thing a great majority of the 
hardware stores are catering more 
intelligently to the new summer de- 
mands of the people. There is less 
tendency to sit back and wait for 
fall, and a more determined push 
for hot-weather business. 


* 2+ 


Industrial reports indicate 
that second quarter earnings will be 
the best since the beginning of the 
depression. Factory pay-rolls in May 
were 1 per cent above last year. In 
some quarters manufacturers are 
hard-pressed to keep up with their 
demand, and delayed deliveries are 
handicapping their distributors. 
Manufacturers of sports equipment. 
including roller skates, wheeled toys, 
and bicycles have been forced to in- 
crease production, and at some cen- 
ters shipments of bicycles are more 
than a month behind delivery dates. 
Electrical refrigerators, radios. furni- 
ture, paints and chemicals are other 
lines where a sustained demand 
makes necessary the holding of 
former high production schedules. 


* * 





* 





Dealers are awaiting. with 
great interest, the appearance of the 
mid-year general catalogues of the 
leading mail-order sellers. Tempo- 
rary summer booklets issued by 
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Seer: 


IT WOULD WORK...AND THAT HUNCH 


iS PAYING ME PLENTY 


“With all the current interest in glass as a building 
material and decorative medium, I felt that an at- 
tractive glass display in a prominent location in my 
store would prove a real eye-catcher. And that the 
glass itself would be an unusually effective back- 


ground for allied items. 


“So I set one up. And the result is even more than I 
had hoped for. My glass stock is turning over faster 
than ever. And other salesare going right along with it. 


“Of course, I attribute quite a bit of the success that 


has followed my merchandising to the fact that I 


standardize on L-O-F Quality Glass. This glass 
is easier to sell because many years of national 


Lew aty 
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advertising have made its superiority well known to 
the public. The label is thoroughly familiar to al- 


most every customer. 


“My hunch is working out. L-O-F Quality Glass is 
one of the most stable, most consistently profitable 
lines I handle. Try it yourself. Build a permanent 
display. Push the name. Emphasize the label. And 


watch your glass turnover go up... up... up.” 
+ a s 

L-O-F Quality Glass is not only easier to sell, but the more 

perfect annealing it receives in the longest lehrs used in the 

industry makes it less brittle and, therefore, easier to cut. 

Excessive breakage is a factor that will never eat into 

your legitimate glass profit. 


Libbey-Owens- Ford Glass Company ... Toledo, Ohio. 


Owens: Fonp 


Jf 
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these houses have carried some ex- 
tremely low markings on selected 
items, paralleling the hardware mer- 
chant’s stock. The gradually rising 
trend of costs will probably influ- 
ence the appearance, in the fall and 
winter editions, of prices averaging 
somewhat above those published last 
January, and almost surely above 
those issued as “summer specials.” 
As usual, the store prices of the 
large mail-order companies vary con- 
siderably from their book prices but 
the past few months have seen 
“sales,” put on by the stores at sev- 
eral centers, where certain season- 
able leaders have been offered at 
figures close to the average mer- 
chant’s cost. Manufacturers and dis- 
tributors of these distributed lines 
have been sufficiently embarrassed to 
welcome the Robinson-Patman bill 
as a possible aid for the future. 


* #& 


Markets are still unsettled on 
electrical sundries including lamp 
cord, fuse plugs, and appliance cord 
sets. Manufacturers want higher 
prices, to cover rising taxes and ma- 
terial costs, but competition is still 
keen. The price situation on major 
appliances is in much better shape. 


Ss FF <€ 


A large demand ju: garden 
hose and hose accessories has natu- 
rally resulted from the wide-spread 
dry weather, and jobbers particu- 
larly note the trend toward the better 
qualities, both in hose and in sprink- 
lers. Orders for corn knives and 
hooks are coming in slowly, but beet 
tools are in normal volume. Hand 
garden tools are not selling as well 
as expected. A few manufacturers 
have already announced unchanged 
prices for the 1937 season, on hand 
trowels and weeders. 


* * 


Sales of household electric 
refrigerators in the United States 
during May totaled 329,140, com- 
pared with 304,089 in April and 
244,602 in May, 1935, the National 
Association reported recently. Last 
week Kelvinator’s figures for June 
were made public. This corporation’s 
shipments of household and commer- 
cial refrigerators, automatic coal 
and oil-burning equipment, electric 
and gas ranges, air conditioning 
equipment, and allied products, 
totaled 33,273 units for June, as com- 
pared with 23,718 in June, 1935, an 
increase of 40 per cent. Total ship- 
ments of Kelvinator products for the 
nine months ended June 30 were 
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281,565 units, an increase of 39 per 
cent over the similar period a year 


earlier. 
* * * 


Store fixtures, display tables 
and accessories are responding to 
the general improvement in business, 
and manufacturers who provide 
these lines are very busy. The spread 
of store modernization has been very 
rapid, and those who assist retailers 
in this planning and alteration work 
are usually booked for a number of 
months ahead. 


ee 2 © 


May sales increased 100% 
over the same month in 1935 for 
Gibson Electric Refrigerator Corp., 
Greensville, Mich. June sales were 
showing an increase of correspond- 
ing amount, according to reports on 
June 20. Most of the factory depart- 
ments of the Gibson company have 
been working on 24 hour a day 
schedules. 

* * *& 


Bank clearings in most of the 
of the principal cities during the 
week ended July 1 gained substan- 
tially over the same week a year ago, 
according to Dun & Bradstreet. How- 
ever, a drop of 18 per cent in clear- 


ings at New York City, changed the 
total to show a 11.6 per cent drop 
from the 1935 week. Some of the 
best gains made were: Detroit, 37.2; 
Dallas, 24.0; Louisville, 22.4; New 


Orleans, 19.8; Atlanta, 24.8; 
Chicago, 17.0; Pittsburgh, 16.8, and 
Omaha, 12.1 per cent. 


* %*& 


Business failures in the 
United States for the week ended 
July 2 were 162, the lowest level 
since the fall of 1920, as reported 
by Dun & Bradstreet, Inc. This 
total compared with 165 in the pre- 
ceding week, and 188 in the corre- 
sponding 1935 week. 


. @ #4 


Production of electricity for 
power and light, in the week ended 
June 27, touched a new _ peak, 
amounting to 2,029,639,000  kilo- 
watt hours. It exceeded the two- 
billion kilowatt-hour mark for the 
second consecutive week and for only 
the third time in history. 


* # 


Carloadings of freight by 
railroads in the June 27 week rose 
to a new top for the year, of 713,639 
cars, within 6 per cent of the 1931 
relative record. Loadings exceeded 
the preceding week by 22,923 cars, 


were 96,776 cars, or 15.7 per cent, 
above a year ago and were the larg- 
est for any similar week in five 
years. The increase for the half- 
year was close to 10 per cent above 
the corresponding 1935 period. 


a. 2. = 


Railroads placed orders total- 
ing nearly a half billion dollars in 
the first six months of this year, and 
they did it almost entirely out of 
earnings. Two years ago they were 
purchasing with borrowed money. 
The half-year’s bill for new loco- 
motives, cars, rails, materials, sup- 
plies, and fuel reached $452,859,- 
000. and there is no sign of a letup. 
This volume of new equipment was 
the largest since 1929. More new 
freight cars were ordered in the six 
months than in any full year since 
1930. Car orders totaled 26,560, 
against 7,108 in the first half of 
1935. More new locomotives were 
purchased for the period than since 
1931. 

* 8 


Too much emphasis easily 
may be laid upon the drouth trou- 
bles which have been seriously be- 
setting the northwest, and parts of 
the south. The losses have been tre- 
mendous, but the disastrous spring 
wheat crop failure in the northwest- 
ern states means added millions in 
the pockets of farmers in the winter 
wheat belt who are now harvesting 
the best crop they have had in the 
last five years. A harvest of upward 
of 500 million bushels seems assured. 
Over the last month the price level 
has risen 15 cents a bushel, or an 
appreciation in value for the total 
winter crop of 75 million dollars. 
This will be reflected in another sure 
boost for the rising cost of living. 
Late private estimates set the corn 
crop at 2,295,000,000 bushels, oats 
910,000,000 bushels, rye 27,800,000 
bushels and barley 225,000,000 bush- 
els. Corn, cotton and tobacco badly 
need rain, but late local rains have 
helped the picture. Some points in 
Illinois, Oklahoma, Missouri, Kan- 
sas, and Indiana received only 10 per 
cent of normal rainfall in June. The 
loss of pasturage in several states 
is again causing emergency ship- 
ments of cattle. 


+ 2% 


Farm income in May, re- 
ported by the bureau of agricultural 
economics, was the highest for that 
month since 1930. Farm income for 
the first five months of this year 
was estimated at 2,638 million dol- 
lars. compared to 2,488 millions in 
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The Copper- 
lite retails at 
$1.00 complete 
with cells. No. 1 


Deal includes 6 
Copperlites, 48 Ray- 
O-Vac Unit Cells and 


display free. 


The Focusing 
Flashlight re- 

tails at 65c com- 

plete with cells. 
No. 4 Deal in- 
cludes 6 Flashlights, 
48 Ray-O-Vac Unit 
Cells and display free. 
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, The  Silver- 
Roto- 


retails at 


‘7 chrome 


matic 
$1.25 complete 
with cells. No. 2 
Deal includes 6 Roto- 
matics, 48 Ray-O-Vac 
Cells and Display free. 
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The Silver- 

chrome Dua- 

lite retails at 

$1.25 complete 

with cells. No. 3 

Deal includes 6 Dua- 

fi lites, 48 Ray-O-Vac 
Pf, Cells and display free. 


RAY-O-VAC COMPANY 
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the corresponding period of 1935. 
The figures included cash income of 
2,533 million dollars from farm mar- 
keting and only 105 millions from 
this year’s reduced government bene- 
fits. Cash income from marketings 
in May was about 8 per cent more 
than in May, 1935. This increase 
was shared by producers of all 
products—grain, cotton, cotton-seed, 
fruits, vegetables, meat animals, 
dairy products, poultry and eggs. 


x * * 


The area planted this year to 
cotton has been estimated by the 
International Statistical Bureau at 
30,949,000 acres, an increase of 10.9 
per cent over the 1935 acreage, but 
a decline of 1,600,000 acres com- 
pared with June 1 indications. The 
bureau also estimated the cotton 
crop as of July 1 at 11,314,000 
bales, or about a million bales below 
indications a month ago. Condition 
of the crop was below the ten-year 
average. 

* * *% 

Bonus spendings have, to a 
very helpful extent, been directed 
toward the buying of furniture and 
major household conveniences, al- 
though the spurt of buying by the 
veterans after June 15 was less pro- 
nounced than many had prophesied. 
Evidently the effect will be spread 
over a considerable period, for it 
seems that a larger share of the 
money is being used to pay debts 
than for any other single purpose. 
The percentage of bonds cashed 
seems to be less than expected, and 
some of the money is being saved 
or used to replace savings which had 
been spent earlier. Probably the 
proportion of this vast distribution 
which will be frittered away or 
wasted is admirably small. 


* * * 


The U. S. steel industry—big 
brother to the hardware trade—en- 
joyed a relatively good half-year. 
As pointed out by The Iron Age, 
steel output during that period ex- 
ceeded the first-half figures of eight 
of the preceding 15 years, and 
reached 85 per cent of the relative 
record of the 1928 to 1930 “boom” 
years. Production of tin plate has 
been especially large, due to the 
great new demands of the canners. 
Tin plate output in June was esti- 
mated at a new record of 5% mil- 
lion “base boxes.” while May was 
the next-high month. 


ee  ¢& 2 


Steel output, in the last week 
of June, was at the highest level 
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since May 20, 1930, according to the 
American Iron and Steel Institute’s 
weekly report, which placed the rate 
of operations at 74 per cent of ca- 
pacity. One month previous, opera- 
tions were at 68.2 per cent and a 
year ago at 32.8 per cent of capacity. 
Organized labor’s drive in the indus- 
try has caused some uncertainty, but 
sentiment is hopeful that an actual 
strike situation will not be allowed 
to develop. Operations of farm ma- 
chinery manufacturers are holding 
at a good level for this time of year, 
and automobile assemblies are keep- 
ing up better than expected. 


* * * 


The automobile industry 
ended the first half of 1936 with an 
estimated output of 2,570,000 cars 
and trucks, or 15 per cent more than 
were turned out in the same period 
of 1935, according to a survey made 
public by Automotive Industries. 
June production was estimated at 
445,000 units, compared with 480,- 
571 in May, 1936, and 372,085 in 
June, 1935. The persistently strong 
retail demand for cars, extending 
into the summer, prompted a num- 
ber of plants to step up their oper- 
ating rate last month. Ford went 
back to a five-day basis and other 
companies increased their original 
schedules. 

ee # 


Improving construction condi- 
tions in a major field are shown by 
the report of the American Insti- 
tute, on bookings of fabricated 
structural steel during May. These 
were 39 per cent larger than in April 
and 141 per cent greater than in 
May, 1935. For the five months 
ended with May the bookings were 
52.2 per cent of the’ yearly average 
for the so-called “normal” period, 
1928-1931 inclusive. This five months 
attained the best record since 1931. 
Not only are these showings true 
of the heavier classes of building, 
but residential construction and re- 
pairs, too, are holding their great 
gains over recent years. The south 
in particular is showing great ac- 
tivity, with encouraged sentiment, as 
a result, among makers and sellers 
of construction machinery and tools, 
paints, and building materials. 
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Another significant compari- 
son, relating to construction gains, 
is seen in the recent report of the 
Bureau of Mines, that production 
and shipments of Portland cement 
in May showed increases of 33.6 
per cent and 49.7 per cent respec- 





tively as compared with May, 1935. 
The industry during that month pro- 
duced 10,985,000 barrels, shipped 
11,121,000 barrels from mills, and 
had in stocks at the end of the montin 
20,435,000 barrels. 
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The lumber industry, during 
the week ended June 20, stood at 69 
per cent of the weekly average of 
1929 production and 65 per cent of 
1929 shipments. Output has been 
somewhat exceeding shipments, but 
during the June 20 week, produc- 
tion was 3 per cent below that of 
the preceding week. Shipments were 
5 per cent below, and new orders 
were 3 per cent above that week, 
according to reports to the National 
Lumber Manufacturers’ Association. 


* + 


Statistics of employment, 
when announced, are always fruitful 
of wide debate as to their accuracy. 
The Department of Labor shows 
greater gains and less net unem- 
ployment than the A. F. of L. fig- 
ures, while the department at the 
same time questions private surveys, 
such as those of the New York Sun, 
showing that the “industries” have 
re-employed far more than their 
proportionate share of workers. 
However, all estimators concur that 
gains are steady and worth while. 
The Federal Reserve Board finds a 
betterment in the durable goods in- 
dustries in May, accounted for in 
part by the larger output of lumber 
and steel. The board’s mid-May in- 
dex stood at 101 per cent of the 
1923-25 average, 1 per cent better 
than April. Employment increases 
were reported in plants producing 
iron and steel products, machinery 
and most other durable manufac- 
tures. 

* * * 

The U. S. Department of 
Labor has just reported that 30,948,- 
000 persons were engaged in non- 
agricultural work in May, 1936, com- 
pared with 35,978,000 in May, 1929, 
and 26,312,000 in May, 1933. An- 
other 12,000,000 were working on 
farms this May while still another 
3,230,000 had jobs on emergency 
federal projects. This brought the 
entire number of employed to 46,- 
180,000 for the month. May unem- 
ployment, estimated by A. F. of L., 
stood at 11,259,000 persons, includ- 
ing 1,900,000 new “employables” 
who have attained working age since 
1933. The Federation figures, how- 
ever, show that 1,585,000 persons 
found jobs between January and 
May this year, and 6,300,000 between 
March, 1933, and May, 1936. 
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—), the NATION ai tc CROSSROADS? 


Must The American Electorate Make A Fateful 
Choice This Fall? ... That is a matter of opinion. 
Which Party embraces greater Americanism of 


principle is also a matter of opamamm kk 


But there can be only one opinion about this: 


The Issues to be Voted Upon This Presidential Election of 
1956 Are the Most Important Put Before the People of the 


United States Since 1860 
Jherefore 


Do Not Let 57% of the Voters Settle The Issues 
In’ Which You Are So Vitally Interested. 


WHATEVER YOUR PARTY e¢ WHATEVER YOUR OPINION 
HELP GET OUT THE WHOLE VOTE 


Urge your employees to register and vote. Allow them time 
to do both. Post notices, talk to them, remind them’ and 
all your business acquaintances, friends and relatives, 


THAT A CITIZEN’S HIRST DUTY IS TO VOTE 


If intelligent men and women will not vote they hetray 
their country to the unprincipled and ignorant. 


CHARLES J. HEALE 
EDITOR, HARDWARE AGE 
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Oncanze your campaign for bigger and 
better business with a new selling platform and 
make “Profits on Sales Beyond the Power Lines” 
a plank in your platform. 


BRIGGS & STRATTON 
EQUIPPED WASHERS 


— are the key to a successful selling campaign 
on power washers to homes without “high line” 
power. More than a half million washers pow- 
ered with the famous Briggs & Stratton 4-cycle 
motor have already gone into this market. And 
that’s only a small percentage of the five million 
farm home market waiting to be sold. Check 
the profit possibilities in your own territory! 


BRIGGS & STRATTON 
Power: Cha rger 


— the first unit of its kind which you can sell 
at a profit! At the same time, it creates hundreds 
of new prospects for 6-Volt Battery radio sets. 
Result? Two profits! This fully engineered 
plant, designed and built as a unit, keeps a 
6-volt radio battery fully charged — provides 
dependable electric light yp to 200 watts — 
and has direct power take-off for driving small 
equipment. Includes features found in no other 
plant, is fully guaranteed and nets you a gen- 
erous profit on every sale. 
eee 

Ger on the Briggs & Stratton Band-Wagon. Join 
the aggressive dealers who are campaigning 
for profits beyond the power lines. Plenty of 
help from headquarters: — Consistent adver- 
tising in National and State Farm Papers — 
Dealer Helps — Literature — Display Material. 
Tie in now with store displays and demonstra- 
tions of your own. Put the Briggs & Stratton 
Profit Plank in your platform today. 


BRIGGS & STRATTON CORP., Milwaukee, Wis. 








Theyre Telling Us 


What readers say about the 
Hardware Age Catalog and 
Directory Number 


Greatly Appreciated 


OweEnssoro, Ky.—We have re- 
ceived our copy of “Who Makes 
It?” 

This is decidedly the best issue 
you have published, and we 
greatly appreciate it. 

W. F. Davis, V.-P. & Gen. Mgr., 


Guenther Hardware Company 


Lost Without It 


Hupson, N. Y.—It seems that 
vou find a little improvement to 
make in your Directory each year, 
although we think that it has been 
just about perfect for some time. 
It really is of great value and 
service to us, and we would be 
pretty well lost without it. 

A. F. McEvry, 

J. G. Rogerson Company, Inc. 


Saves Time and Money 


Roy, N. M.—We received your 
Directory some months ago. We 
have found same very useful. We 
have found addresses in a few 
minutes that would have taken 
two weeks to obtain otherwise. It 
sure is a time and money saver. 
Your magazine in itself is worth 
to the hardware trade many times 
its subscription. We enjoy read- 
ing the articles of its editor. We 
might add that we have asked 
many times for information that 
was cheerfully and promptly 
given. 


W. H. Baum & Son 


Must Have It 


GacesBurc, ILL.—Many thanks 
for the new September Directory 
number. I don’t know how we 
could keep house without it. 

H. E. Grices, President. 
Churchill Hardware Co. 


Convenient Reference 


CamBRIDcE, Mp.—Thanks very 


much for your copy of the Di- 
rectory or “Who Makes It?” and 
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are pleased to advise that same 
was received by us in good con- 
dition. 

We find your Directory to be a 
most convenient reference, and 
find it necessary to use it quite 
frequently. 

C. O. Murpny, V.-P. & Gen. Megr., 
The Phillips Hard. Co., Inc. 





Every-Day Necessity 


BELLINGHAM, WasH. — Just a 
word of appreciation and thanks 
for our copy of the “Who Makes 
It?” issue of HARDWARE AGE. 

We find this volume an every- 
day necessity in carrying on our 
business. Purchases are made easy 
by referring to the many headings 
in this book. We also find by 
keeping in close contact with your 
“Business Highlights” page in 
HARDWARE AGE semi-monthly we 
are able to protect ourselves on 
price advances. 

WALLACE WINTER, 
Bellingham Sash & Door Co. 





Accurate, Convenient 

Cotumsia, S. C.—This ac- 
knowledges receipt of the Direc- 
tory or “Who Makes It?” issue 
of HARDWARE AGE. ; 

It may be of interest to you to 
know that a day does not pass 
that we do not refer to this splen- 
did Directory that your company 
has developed. 

The classifications are accurate, 
and the manner in which they 
have been arranged saves time in 
locating the information the buyer 
is seeking. 

Your company is to be congrat- 
ulated on the completeness of this 
book. 

W. T. Ketty, Purchasing Agent, 
Lorick & Lowrance, Inc. 





Great Help 


PicayuNE, Miss.—We use the 
Directory “Who Makes It?” to 
find out who makes articles that 
we have calls for and do not have 
in stock and to find out the names 
of manufacturers of articles for 
which we need repairs. It is of 
great help to us and we appreciate 
getting it. 

S. G. THIGPEN, 
Thigpen-Whitfield Hdw. Co. 
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Speed up YOUR CUSTOMERS 


You can do that when you sell Cross Sterilized Tacks, be- 
cause your customers find Cross Tacks are uniform: — no 
stopping to sort them; Cross Tacks are good tacks: — no 
stopping to throw away culls; and Cross Tacks drive home 
true without splitting and keep their heads on: — no stop- 
ping to replace them. 


You, too, can speed-up your own sales. Stock and display 
Cross Sterilized Tacks. 


Cross Tacks are sterilized; packed in clean, strong boxes 
lined with waterproof paper, to full net weight. 


Speed and quality are important in your business and 
important in your customers’, too. 


UPHOLSTERERS + CARPET * CARPET LAYING * COPPER 
WEBBING * GIMP + HIDE * LACE * WIRE CLOTH STAPLES 
BILL POSTERS * DOUBLE POINTED + CLOUT NAILS 


Sold in 


these distinctive boxes 


RED—BLACK—WHITE 


"O K. if theyre 


YOUR JOBBER HAS CROSS, OR CAN GET THEM FOR YOU 


W.W.CROSS & CO. INC. EAST JAFFREY,N.H. 
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SMART DEALERS 
CONTRACT FOR THEIR 


LAWN GRASS 
MIXTURES 


EARLY and SAVE 
MONEY THEREBY 


WRITE FOR NEW 
SELLING PLAN 


F. H. WOODRUFF & SONS | 


MitFORD CenwnrecCcricurT 


LER 











Bronze Outlasts 





All Other 
Screen 
Material— 


Window, porch and 
door screens made of 
Cortland Bronze Wire 
Cloth from our Special 
Alloy of 90% copper 
and 10% zine have 
exceptional strength 
and resist rust perma- 
nently. 


CORTLAND 
i BRONZE 
Wire Cloth 


is guaranteed abso- 
lutely rustless. The 
way it lasts makes it a 
front line seller. All 
standard sizes. 
Ask your Jobber 
for Prices 
STEEL PRODUCTS 
“Natural gas now used 


CORTLAND, N. Y. 








Used Frequently 


MILWAUKEE, Wis.—We are in 


| receipt of our copy of “Who 
| Makes It?” and wish to thank you 


for it. 

We have occasion to refer to it 
quite frequently and it is of real 
help to us. 

Our copy came to us in first- 
class condition. 


A. K. GRACE, 
J. Kornely Hardware Co. 


Refer To It Often 


Morristown, TENN. — We are 


| just in receipt of the Directory 


“Who Makes It?” issued by 


| Harpware AGE and we appreciate 
| this copy very much. We find it 


very helpful and we refer to it 


| often. It was received in perfect 
| condition by mail. 


D. M. WALLACE, President, 
Whittaker-Holtsinger Hdw. Co. 


Carefully Compiled 


Fort Pian, N. Y.—Our copy 
of Directory was received in first- 
class condition. Many thanks for 
same. We find this Directory very 
useful throughout the year, as we 
refer to same very often in our 


| buying department. 


It certainly shows a_ large 
amount of careful work in com- 
piling this Directory. 

G. C. RANDALL, 
Mac Hdwe. Co., Inc. 


Appreciation 


|  BeLi~incHamM, WasH.—Just a 
| word of appreciation and thanks 
| for our copy of the “Who Makes 
| It?” issue of HARDWARE AGE. 
We find this volume an every- 
day necessity in carrying on our 


business. Purchases are made 


| easy by referring to the many 
headings in this book. We also 


find by keeping in close contact 
with your “Business Highlights” 


| page in HarpwaRE AGE semi- 


monthly, we are able to protect 


| ourselves on price advances. 


Thanking you again, we are 
WALLACE WINTER, 

Builders’ Hardware Dept., 
Bellingham Sash & Door Co.. 
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- Systematic 
Training 


(Continued from page 29) 


cluding classified ads in the city 
papers; regular ads in the neigh- 
berhood paper, which has a cir- 
culation of 75,000; broadsides, 
distributed house-to-house; direct 
mail, and such contests of skill 
as calculating: “How much gas 
fuel will be needed to keep this 
heater going for 30 days?” 

The store won a cash prize of 
$100 offered by the Southern Cal- 
ifornia Gas Co. to the dealer in 
its territory who sold the greatest 
number of refrigerators during 
May and June, 1935. It was later 
awarded the gold cup offered by 
the same company for the great- 
est number of refrigeration sales 
in November and December of 
the same year. This year it has 
won a prize for selling the most 
gas heaters in the Los Angeles 
district during January, February 
and March. However, the results 
from the store’s selling program 
are not only attested by its rec- 
ord as a prize winner, since ac- 
tual sales figure offers additional 
evidence of the benefits. 1934 
sales were 200 per cent ahedd of 
1933, while the volume of 1935 
doubled that of 1934, and the 
current year bids fair to top all 
previous records by a generous 
margin. 

The reason the store has gone 
after the appliance business in 
such an aggressive fashion was 
graphically explained by John 
Schlegel, who conducts the busi- 
ness. Mr. Schlegel cited the case 
of a woman customer who came 
in for a 25c can of paint. This 
transaction took fifteen minutes 
of a competent salesman’s time, 
and when this customer left the 
paint counter to go out, her eye 
was attracted to a $65 gas stove 
which she purchased within the 
same period of time as was re- 
quired to. sell her the paint. 

“Just figure that the gas stove 
transaction had precisely the 
same dollar value as 260 twenty- 
five-cent cans of paint,” said Mr. 
Schlegel. “Reckon the cost of 
time spent in selling one $65 gas 
stove against the 260 cans of 
paint and the volume needed to 
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Let these silent-salesmen counter 
displays sell MORE tape for you. 
Everybody needs a roll of friction 
tape, and displaying it brings “com- 
panion” and other sales. 


Order a supply from your whole- 
saler and see how quickly it sells. 


This display sells 32 
No. 1 rolls of “U.S.” 
Security Friction 
Tape at 5 cents each. 


This display sells 
16 No. 2 rolls of 
U.S.” Security Fric- 
tion Tape at 10 cents 
a roll, Put it to work. 




















United Stotes Rubber Products. Inc. 1790 Broodwoy New York,N ¥ 



















“HAMDZS eal 


"Otay - 


A DEMONSTRATION 
SELLS IT! 


Every craftsman and mechanic 
wants to see the most versatile 
tool ever made. Our national ad- 
vertising directs them to you. 
Cash in on this new “Extra Profit” 
maker. Don’t delay! Send the 
coupon for Special Offeron Demon- 
stration Outfit for hardwarestores. 


Standacd movEL 


Does away with 
slow hand 
work, For use , 
at home, in & 
shop or take j 
tojob. Uses / 















sories— 


grinds, Plug 
polishes, in any 
routs, socket 
drills, 


carves, Retail Price 
cuts, sands, saws, sharp- $1075 
ens, engraves. 13,000 r.p. and Up 
m. 110 volt A.C.or D.C. 3AccessoriesFREE 


rhe De Luxé mont: 


A sensation wherever 
used — almost human 
in its smooth, rapid 
response. 25,000 r.p.m. 
Fastest and most 
powerful tool for 
its ‘type and 
weight, 12 
ounces. 6" 
long, 156" 
diameter. A 
constant ser- 
vice tool that 
is a great 
time and 
labor saver. 








CHICAGO WHEEL & MFG. CO. 
1101 W. Monroe St. Dept. EE, Chicago, Ill. 


Send catalog and dealer discounts with 
Special Offer on Demonstrator Outfit. 














come from the average hardware 
sale of $1.50 to match the money 
taken in from selling the spe- 
cialty. Of course, we must give 
the 25c can of paint credit for 
bringing us a buyer of the $65 
gas range.” 

Considering the average sale in 
hardware stores to be $1.50, the 
store will only realize a gross 
profit of fifty cents, with a pos- 
sible net profit of five to eight 
cents on the transaction. On the 
sale of a $200 refrigerator, the 
gross profit will be around $50, 
with a net profit of from $8 to 
$12, according to Mr. Schlegel, 
who says that’s the answer to the 
advisability of developing numer- 
ous specialty items. 

The store, which was estab- 
lished seventeen years ago with 
an opening stock valued at $500, 
now occupies quarters 90 ft. 
wide and 128 ft. deep, and ma- 
jor appliances are displayed right 
up front and all along the broad 
right aisle which leads to a rear 
office. This display is most im- 
pressive, embracing 21 ranges, 9 
refrigerators, 20 washing ma- 
chines, 6 ironers and 18 gas heat- 
ers, all arrayed in an orderly 
manner that makes their inspec- 
tion a pleasure. In going to the 
paint, hardware and housewares 
departments, the customer must 
also pass a good showing of ap- 
pliances. 

Prices are never shown on the 





appliances. The theory being 
that this will induce interested 
persons to ask questions. Good 
salesmanship then can be used 
to keep the conversation centered 
on performance and other fea- 
tures, rather than on the subject 
of price. When the question of 
price is finally arrived at, sales- 
manship is again employed to 
convince customers that the ar- 
ticle is worth the quoted figure. 

The store was founded by the 
late Nicholas Schlegel, whose 
brother John, as executor of the 
estate, has been in charge of the 
business since 1934. Mr. Schlegel 
has been responsible for the adop- 
tion of many of the advanced 
selling ideas which he and his 
associates have originated. Other 
officers and department heads are: 
Karl E. Hebenstriet, general man- 
ager; Val S. Yoakum, sales man- 
ager; Raymond Teal, manager, 
washers and ironers department; 
Howard Hargraves, manager, 
hardware department; Herman 
Kock, manager, paint department, 
and James Hargraves, manager, 
automotive parts department. The 
latter department, incidentally, 
ranks next in order in sales im- 
portance to the appliance depart- 
ment. The hardware and house- 
wares department is in third 
place in volume of sales, with 
the plumbing department a strong 
fourth. The slogan is: “There is 
no substitute for quality.” 





Collections Vs. Sales 


Maybe this dotsn’t belong in this 
column—but it’s tremendously im- 
portant, so here goes! 

Do you tend to “go easy” on cus- 
tomers in the matter of collections 
because you fear the possible loss 
of them as customers? 

Then just one question: How much 
sales volume do you desire from cus- 
tomers who owe you old, unpaid ac- 
counts? It’s queer, isn’t it? You 
have got to make those customers 


pay before you caf get their busi- 


ness again in néarly every case. 
In the matter’ of Collections, you 
can be courteous and yet insistent, 
friendly and yet firm, kindly while 
still unrelenting in your expectation 
of receiving payments. 
It isn’t necessary to become abu- 


* sive or insulting to collect accounts. 
~ Your customers would only resent 


the insult and abuse. They expect 


you to make them pay anyway. 

To hold your customers, you must 
insist upon prompt payment of ac- 
counts. 





Your Installment Collections 


Your typical installment buyer 
possesses only an income from wages 
with which to meet his payments. 

Quite frequently, he is “broke” 
three days after pay-day. 

Do you wait “to see if he will pay” 
and send notices on delinquent pay- 
ments only? 

Suppose he spends his money else- 
where, while you wait? Permit three 
days to elapse and a collection by 
you before next pay-day is often 
impossible. 

Mail advance notices before pay- 
ments are due. Telephone or call 
personally when payments are one 
day overdue. 

Punctuality is imperative in han- 
dling installment collections. 
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sted 
700d 
used A 
ered N INVITATION 
fea- 
pject By E. B. GALLAHER 
n of Editor, Clover Business Service 
ales- Treasurer, Clover Mfg. Co. 
1 to 
ar- 
ure. WISH EVERY ONE OF OUR CUSTOMERS could see for himself 
oe the great progress we have made in the production of Coated Abrasive 
ye materials! And this progress has been continuous throughout the depression 
the years. There must be a reason! 
egel 
09 During the past four years we have added two large buildings, and are now 
his constructing a third, which will add another 16 thousand square feet to our 
ther already formidable plant. 
are: 
nan- Many new machines have also been installed during this period, but now 
nan 
ger, we are compelled to add an entirely new making unit, which will more than 
ent; double our present capacity. Again, there must 
ger, 
lt be a reason! 
1ent, ° 
ger, The reasons are not hard to find—more satis- 
haa 25 fied customers—increasingly-greater volume—ex- 
= 58 pansion of our merchandising facilities — more 
part- salesmen and service men—establishment of six 
aed © new warehouse stocks in important trade centers— 
with The . Hand and, last but not least, our determination to deal 
my Winning 4NQ fairly with those who use our products and those 


who merchandise for us—to supply them with 
the highest quality goods at right prices and with ample margins to pay for 
their services. 

















nust , 
ae We extend a cordial invitation to our customers to 
wen visit our plant—it is one of the latest, most up-to-date 
ayer and efficient units in the industry—every foot of it breeds 
“sed confidence in the product. 
ake” 
ay” Giover Mig Con Norwalk, Conn. 
pay- CLOVER MANUFACTURING COMPANY his eune den tet saith 
else- NORWALK, CONN., U. S. A. 
hree 
1 by 
— SANDPAPERS 

METAL-WORKING PAPERS AND CLOTHS 
all WOOD-WORKING PAPERS AND CLOTHS 
one Name 
lees CLOVER GRINDING AND LAPPING COMPOUNDS _ | Address 

Character of Business 
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Workda Largest Exchurive 
Padtock Manufacturer 


MILWAUKEE, WIS.,U.S.A. 








for Retail 


Hardwore Stores 


(Continued from page 49) 


Spartan Deep Well System 





Spartan Deep wells are designed for 
wells more than 22 ft. below the sur- 


face. A complete 
42 gal. galvanized 
repulsion induction 
cylinder, automatic 
discharge chamber 


system includes a 
tank, air control, 
motor, differential 
switch 20-40 lbs., 
and relief valve. 





Operates quietly. All moving parts run 
in oil bath. Has moisture proof V-belts. 
Made in 4 sizes—105, 185, 285, and 410 
gal. per hour; sizes of motors—%, 1/3, 





New and Improved Merchandise— 
Display Helps--Sales Liter ature— 
Window Trims—New Packages 
—New Colors—New Deals— 







and % h.p.—to insure adequate lift 
from 40 to 300 ft. Uniflow Mfg. Co., 
Erie, Pa. 


Steel Wool Holder 


Red Devil No. 17 designed specially 
for the new Handy Size Steel Wool 
roll but may also be used for any rea- 
sonably sized piece of steel wool. Wool 
is inserted by bending up the sides of 





the holder and clamping in the wool. 
Made of rubber and suitable for wet 
or dry work. Landon P. Smith, Inc., 
Irvington, N. J. 





Mazda Lamp Display 


The unit, shown in the rear of the 
window above, is one of the many 
colorful Mazda Lamp displays which 
are featured in a booklet, “The Three 
Point Sales Increasing Plan.” Center 


card is 22 in. wide by 30 in. high; 
side cards, 12x22 in., and may be 
used separately. The unit displays four 
actual bulbs. General Electric Co., In- 
candescent Lamp Dept., Nela Park, 
Cleveland. 
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STOVE BOLTS AND 
MACHINE SCREWS* 


Customers TALK! They are not back- 
ward in telling their friends what and what 
not to buy—and where. 
So—even on staple goods like Stove Bolts and 
Machine Screws it pays to sell a real quality 
product — Eagle, for example — outstanding 
for at least four reasons: 

1. Carefully selected material. 

2. Accurate Workmanship. 


3. Especially Clean Threads and 
_ Slots. 
4. Excellent Packing. 


Stock these superior Eagle products for profit 
and satisfaction. ° 
*Wood Screws and Sheet Metal Screws, Too. 


The Eagle Quality Line 


Night Latches Store Door Sets Wood Screws 
Trunk Locks Padlocks Stove Bolts 
Front Door Sets Cabinet Locks Machine Screws 


cicLe {Bc K CO. 


26 Warren Street-- New York 


Branch Offices: 


521 Commerce St. 179 N. Franklin St. 114 Bedford St. 
Philadelphia, Pa. Chicago, Ill. 


Boston, Mass. 
Works at Terryville, Conn. 





| 
| 
| 


| 
| 
| 


“SIZE -MARKED” 


SIMPLE X 


Cup Leathers 


Packings 
Gaskets 







Her e- 


is a unique idea that offers distinct advan- 
tages for the store buyer, the sales clerk 
and the consumer. Every SIMPLEX leather 
packing is clearly marked with its size and num-. 
ber. Confusion is avoided, mistakes are pre- 
vented and customer satisfaction assured. 


Then, too, there is a quality in SIMPLEX (size- 
marked) leather packings not found in other 
packings. They are made from a special double 
tannage of leather and will outwear any oak 
leather packing. 


Look for the SIMPLEX name. 


Ask your jobber for SIMPLEX (size-marked) leather 
packings—or write us for price list. 


Your Jobber can supply you 
or write 


‘SIMPLEX MFG. CO. 


‘AUBURN = NEW YORK 
| 
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LACLEDE 
WROUGHT 
steet PIPE 
RECOGNIZED 
EVERY WHERE 
FOR ITS EXCELLENT 


Quality 


DISTRIBUTED BY JOBBERS 
from COAST TO COAST 


BY eg 0) 2 
STEEL 
COMPANY 


~ ae I Ss =. i a 





| Flashlight Screw Driver 








For auto mechanics, oil burner men, 
refrigerations service men, radio testers, 
battery men and individual car owners. 
Black and amber “Stanloid” handle 
holds two standard batteries and a 
flashlight bulb. Blade is 3/16 in. in 
diameter and of finest steel, tempered 
overall. In case of breakage new blade 
can be driven into handle. Tip is ma- 
chine cross ground to size and mag- 
netized for picking up small objects. 
Furnished with batteries (No. 1020B) 
or without (No. 1020A). Stanley Tools, 





Ruby Line Repackaged 


The 3 oz. pint and quart and 1-gal. 
sizes of Rubyfluid soldering flux are 
packed in new modernistic, three-color 








| lithographed cans. Three-color labels 
have been designed for 5, 30, and 55 
gal. drums of flux. The acid core solder 
and rosin core solder are now packed 
in 2-color cardboard cartons. The Ruby 
Chemical Co., Columbus, Ohio. 








Of modernistic design, decorated 
with four color decalcomania. Pastel 
green, ivory or mandarin red finishes. 
Patent Novelty Co., Fulton, Ill. 













Master Ride-On Toys 


No. 290 Master Ride-On Transport 
and No. 432 Master Stake Truck are 
equipped with electric lights; solid rub- 
ber wheels; chrome plated bumpers 
and hub caps; and distinctive letter- 
ing and enameling. They are approx. 22 
in. long and are packed in individual 
cartons. Said to support 100 Ibs. No. 290 
differs in that it has an easily removable 
seat and steering handle and is a six 
wheel truck with dual rear wheels. Its 
large rear door raises and lowers. No. 430 
has brass tail chains. No. 290 to retail 
at $3.00 and No. 430, at $2.00. Master 
Metal Products, Inc., Buffalo, N. Y. 





Pressure Canner 


“Thrifty”—consists of kettle and lid 
and while designed primarily for home 
canning is also efficient for cooking. 
Maker states this canner is built of 
steel, heavily tinned inside and out; 
hard rubber gasket forms perfect seal; 
opens and closes with six sturdy 
clamps; handles and lug screws are 
of Bakelite, non-burnable and always 
cool; safety valve guards against ex- 
cessive pressure. Copacity, 4 half-gallon, 
7 quart, or 18 pint Ball jars. Comes 
equipped with wire basket and handy 
Ball Utility Set for use in canning; 
Ball Blue Book and Pressure Cooker 
Cook Book. Pan sets, for cooking, 
available at small extra charge. List 
price, $11.50 f.o.b. Ball Brothers Co., 
Muncie, Ind. 
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STONE WIRE SMOOTH WIRE 


OUALIZED 
BARB 










BALE TIES 





CLINCH-HED 


SINGLE Loor 





PACKAGE NAIL 
ASSORTMENTS 





OUALIZED 
FIELD AND POULTRY FENCE POULTRY NETTING - HAROWARE CLOTH 





SPECIALTIES 


@ Capitalize on the tremendously active wire 
products market with the Sterling Line. Year after 
year improved features and additional quality have 
been built into this line until today it represents the 
best dollar-for-dollar value your customer can buy. 


It is to your benefit to get full details of the 
Sterling sales setup. Write today to Department 10. 
BPs 


NORTHWESTERN BARB WIRE CO 
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AN iMPORTANT 
DISTRIBUTOR’ WRITES 


ABOUT TURN-OVER, 
VOLUME AND PROFITS! 










Distributors and dealers from coast-to-coast are making money 


| with MURAL-TONE. You will be interested in our proposition. 


Write today. Just say “How can MURAL-TONE make money 
for me.’”’ Please address The Muralo Co., Inc., Founded 1894, 
566 Richmond Terrace, Staten Island, 
N. Y. Branches: Atlanta— Boston — 
Chicago—San Francisco. 








*Name on request from Hard- 
ware Age or The Muralo Co 

















| The Muralo Co., Inc., 566 Richmond Terrace, Staten Island, N. Y. a 
Gentlemen: Send me full information about MURAL-TONE and tell me 

| how it can make money for me. ! 

| | 

| a, SE A DS MT ee RT Oe eT 1 

| a le i 

! City... State 7a 
67 





DUST ano DIRT 





BECAUSE 





AN IMPORTANT 
FEATURE OF 


Not only does the enclosing sleeve 
keep dust and dirt out of Greenlee 
Spiral Screw Drivers but it keeps oil 
in and makes for more efficient lubri- 
cation. In addition, it provides a full 
grip for the hand and makes it im- 
possible to pinch the fingers between 
the bit chuck and the body of the 
driver. 


By referring to the illustrations above, 
another important feature will be seen 
—the position of the shifter button 
with reference to the handle, which 
permits making changes without mov- 
ing the hand. Locking for the final 
drive of the screw is done with the 
guiding hand without moving it from 
its regular position. 


Now these features are of greatest im- 
portance for the user, of course, but 
they mean much for the jobber and 
retailer, because they make Greenlee 
Spiral Screw Drivers easy to sell and 
help keep them sold. 


Write Today for Complete Informa- 
tion, Giving Name of Your Jobber. 


GREENLEE TOOL CO. 


1715 Columbia Ave Rockford, Illinois 











Together They Fight 


(Continued from page 16) 


grocer asks as he rings up the 
money for a loaf of bread and a 
dozen eggs. “We’ve got an aw- 
fully good buy on brooms today.” 


That reminds her, she will need 
a new broom soon. Here is one 
right before her at a price she 
can afford. She buys because of 
the suggestion and without con- 
sidering whether a hardware deal- 
er could give her a better value. 
It may be that no hardware man 
has attracted her attention to his 
stock. 

Then, too, people like to buy 
as much as possible in the store 
they are accustomed to visit. Wo- 
men say to one another, “Oh, I 
buy almost everything at Brown’s. 
They’re adding enamelware and 
kitchen gadgets now. I’m glad of 
that because it will save taking 
extra time to run around looking 
for things like that. It’s so handy 
to get them right along with my 
groceries.” 

On the other hand, if she knows 
a certain specialty shop can be 
depended upon to give her bet- 
ter values in its particular line, 
the average housewife will take 
the “extra time” to make her pur- 
chase there. 

With these facts in mind, this 
Santa Monica group planned an 
educational campaign, intended 
to draw the public into the hard- 
ware store. For approximately a 
year they have aieadinad as a 
unit in the local daily newspaper. 
Varying in size, advertisements 
have been run practically every 
week, at one-fourth the cost to 
each merchant of an individual 
advertisement of equal size. 

Names of all four merchants 
appear on each advertisement. 
All merchandise so advertised is, 
of course, available at each store 
at uniform prices. 

Merchandise for these adver- 
tisements is purchased as a unit. 
Every other Tuesday representa- 
tives from the four stores visit 
Los Angeles jobbers to see what 
goods are available for this pur- 
pose. These same men _ lunch 
together each Monday and decide 
at that time which articles will 


be run during the forthcoming 
week. 

Buying as a unit enables the 
group to take advantage of close- 
outs that otherwise would be too 
large for the individual small 
dealer to handle. Through close- 
outs and quantity buying they 
have been given discounts amount- 
ing, in some cases, to as much 
as ten per cent. 

They have bought as many as 
100 to 125 different items at 
one time. These are placed in 
storage until needed. As about 
fifteen items are run each week, 
such a purchase supplies their 
needs for several weeks. 

The goods are not divided 
equally, but according to the 
amount that each dealer believes 
he can sell. Anything that proves 
to be a slow mover for one store 
is purchased from that firm by 
one of the group who has a de- 
mand for that particular article. 

Experience has shown that they 
get more calls from ads run on 
nights that the paper is not filled 
with other advertisements. For 
example, Wednesday is the big 
shopping day of the town. De- 
partment stores, drug and shoe 
stores, markets, etc., run specials 
for that day. The hardware group 
gets its best results by running 
its advertisements on other than 
Tuesday nights. 

An attempt is made to illus- 
trate every item advertised. They 
find that small cuts of practically 
every item mentioned bring more 
calls than do large cuts of only 
two or three articles. Both fac- 
tory cuts and those supplied by 
the newspaper are used. 

Unlike the usual advertisement 
in which emphasis is placed upon 
the idea that the best “bargains” 
can be secured only by patroniz- 
ing a particular store, this series 
places the greatest stress upon the 
phrase “Hardware Values!” To 
further this idea, a recent “box” 
advertising gas heaters for the 
bathroom carried the statement, 
“Buy your Gas Stove at your 
Hardware Store.” Thus the read- 
er gradually absorbs the thought 
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The 2 Biggest Selling 
HORSE SHOES 




















@ America’s most depend- 
able Horse and Mule Shoes for Half 


a Century 


@ Sold by Leading Jobbers 
everywhere on an established policy 


through regular trade channels 


OTHER PHOENIX PRODUCTS @ 


Toe Calks Ribbed Steel (bars) 
Screw Calks, Chain Hooks and 
Drive Calks, Cold Shuts 


Spuds for Tractor 
and Lawn Mower 
Wheels 


Shoes and Tools 


Racing and Sport 
Shoes 


RUBBER GOODS 
Horse Shoes 
Pads—Drive Calks 
Door Mats 

Force Cups 
Radiator Hose 


PHOENIX MANUFACTURING CO. 


Largest Manufacturers of Horse 
and Mule Shoes in the World 


332 South Michigan Avenue, Chicago, Illinois 


Catasauqua, Pa. 
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YESTERDAY’S QUALITY.... 
TODAY’S SERVICE 


All the resources of the new McKinney 
Organization are bent on producing 
traditional McKinney Quality (the qual- 
ity for which McKinney has been famous 
for 71 years)... at the service demands 
of today. 


FIRST—there is the realignment of job- 
ber and retailer inventories following the 
abandonment of hand-to-mouth depres- 
sion buying.. SECOND—there is the 
impetus of the Federal Housing Admin- 
istration Modernizing Campaign. THIRD 
—there is the present new building in 
the commercial and residential fields. 
These factors are not easy ones to cope 
with—their demands draw heavily on 
stock and production schedules as well. 


We are not only aware of these changes 
in pace—we are keeping pace with 
them by stepping-up our production 
schedules to meet the ever-increasing 
trade demands. We are doing every- 
thing humanly possible to expedite every 
detail of our service .. . so, whether you 
order McKinney Hinges or Butts — 
Forged lron—Garage Hardware—Mail 
Boxes—or Modern Chrome Hardware, 
you are assured of getting the prompt 
service to which you are entitled. 


HEM: loamyehall } 


Vice-President, Charge of Sales 


McKINNEY MANUFACTURING CO. 


Main Offices and Factories 
Pittsburgh, Pa. 


District Offices 


New York Chicago San Francisco 
THIS IS ONE OF A_ SERIES OF INSTITUTIONAL ADVER- 


TISEMENTS BY McKINNEY MANUFACTURING COMPANY 
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of going to a hardware siore for 
hardware goods. 

For the most part, the appeal 
is directed to the woman con- 
sumer—a logical move, since it 
has been estimated that about 85 
per cent of all purchasing in this 
country is done by women. So 
dishcloths, casseroles, and bath 
scales are advertised along with 
step ladders, hedge shears, re- 
volving clothes dryers and pad- 
locks. 

Care is taken to avoid giving 
comparative prices unless such a 
comparison actually exists. When 
an article is advertised at its reg- 
ular price of, say, one dollar, it 
is not represented as a dollar- 
and-a-half value offered as a 
“special.” 

Incidentally, garbage cans and 
brooms have been two of their 
best drawing cards. Those items 
are in universal demand, yet their 
sale previously had been prac- 
tically lost to other types of 
stores. Having so little call for 
these two articles, the group de- 
cided it would lose nothing by 
selling them on an extremely low 
profit margin. 

As a result, one of the firms 
increased its sale of garbage cans 
four times the previous demand. 
Brooms proved such a good item 
that they were repeated for a 
month and during that period, 
one store sold more brooms, at 
49 cents, than it had handled 
during the past two years. Mops, 
at 69 cents, enabled the same 
store, in one month, to dispose 
of a number eqyivalent to its 
normal demands for a year. 

Naturally, all items so adver- 
tised must be carried by the four 
stores. Buying as a unit enables 
them to do that, but even then, 
there is one handicap. Three of 
the stores carry special lines in 


addition to their regular hard- 
ware stock. Nittinger’s and 
Noonan’s carry extensive lines of 
dishes, glassware, pottery, gift 
items, and kitchen aids. C. H. 
Charles and Sons feature fishing 
tackle, while Quandt’s handle 
principally builders’ hardware. 

Therefore, three of the firms are 
automatically prevented from in- 
cluding their special wares in 
these advertisements. However, 
they have agreed that each may 
advertise individually, if he 
wishes, so long as he does not 
include articles that are adver- 
tised collectively. 

Since their primary objective is 
to draw people into the hardware 
stores, rather than the sale of low 
margin bargains, the advertised 
merchandise is scattered through- 
out the stores. Also, each store’s 
specialty is featured so prominent- 
ly in window and interior dis- 
plays that it is virtually impos- 
sible for a customer to purchase 
a collectively advertised item 
without seeing the firm’s regular 
stock. 

While some individuals are in- 
terested only in one or two of the 
advertised items, these stores find 
that they are drawing in both old 
and new customers, many of 
whom make additional purchases 
of unadvertised items. In fact, 
one firm reports a 10 per cent 
increase in business dating from 
one month after the first appear- 
ance of the series of cooperative 
advertisements. 

Such increases as these have 
proved to this group that not only 
is it possible, through a consis- 
tently planned series of advertise- 
ments, to develop a greater hard- 
ware store consciousness on the 
part of the public, but also, to 
bring ’em back to buy their hard- 
ware goods in a hardware store. 





Your Payments “On Account” 


If your bank account does not per- 
mit “Paid in Full” to appear on the 
check you send, then by all means 
pick the oldest invoices or an assort- 
ment of them totaling about the 
amount you can pay so that these 
transactions may be closed forever. 

Sending $50.00—$75.00—$200.00 
you know—round figures—is false 
economy of time. 


When you drag out the ol’ check- 
book and send a few checks, re- 
member a few dollars, more or less, 
can lighten the burden of bookkeep- 
ers far and near—remarkably. 

Clear some definite invoices—or 
invoices less credit memorandums 
applying on them—definitely with 
every check. 
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The same high quality 


tained thru the years holds just as true 
today as always. Careful craftsmanship, 
long engineering experience, modern 
equipment—these factors guarantee the 
continuous, unfailing service of our prod- 
ucts. Every T R & S Rivet is guaranteed 
perfect, is accurately drilled—drives 
easily, clinches smoothly and is not 
brittle. Remember when you sell TR &S 


Rivets you're selling the bestl 


TUBULAR RIVET & STUD COMPANY 
BOSTON, MASS. 







The largest factory in the 
world devoted to the man- 
ufacture of Tubular and 
Clinch Rivets. 

















standard of T R & S| 


Rivets we have main- 


















THE CUSTOMER 
EXPECTS YOU TO 


Tell him 


ANY people come into your store know- 

ing just what they want — and one 

thing they DON’T want is to be SOLD the 
thing they came to BUY. 


But on some items — sash cord, for example 
— MOST customers WELCOME all the in- 
formation you can give them. They rely on 
you for quality in the merchandise they buy. 
They EXPECT you to tell them WHY one 
brand is a better value than another. Most of 
them are GLAD to know WHY Samson Spot 
Sash Cord can be safely forgotten for some 
TWENTY-FIVE YEARS after it’s installed — 
WHY its slightly higher price pays such div- 
idends in trouble-free service. 


That is why we have printed this new book. 
It contains the FACTS your customers EX- 
PECT to get from you — tells you how to sell 
a product that will help you hold the cus- 
tomer’s confidence and good-will. Write for 


your copy. 


DEPT. H 
BOSTON, MASS. 
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‘HOUSEHOLD CASTERS 





Profit Makers for 
Hardware Dealers 





A sales producing display 
: © (“8x12”) with samples mounted 
on removable wooden plugs. 


\ This display available to dealers 
purchasing the quality group. 
Write for complete information 
on how it can be obtained. itis 
the most practical caster soles — 
aid ever developed. : 


THE BASSICK COMPANY 


Connecticut 
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Preserve Profits at Canning Time 


(Continued from page 25) 


or preserve these home grown 
products so that next winter you 
can enjoy the delicious flavor of 
your own preserves and canned 
vegetables. 

We would like to have you look 
over our line of preserving and 
canning equipment. We believe 
our assortment is more complete 
than any other in this vicinity. We 
believe, too, that it will pay you 
to purchase first quality equip- 
ment and supplies rather than to 
bother with low priced but inefh- 
cient materials. Incidentally, we 
are making a special price on all 
preserving equipment bought in 
quantity. 

Very truly yours, 


P. S. Possibly you might be 
able to sell any preserves or 
canned goods that you will not 
need for your own family. If so, 
we may be able to help you. 


Letter to Other Housewives 





Dear 

During the home grown fruit 
and vegetable season, which has 
almost arrived, you can purchase 
these products for canning and 


preserving in quantity at ex- 
tremely low prices. 

When you put up your own 
preserves or can your own vege- 
tables, they are naturally much 
purer and tastier than the average 
factory product. 

Whether you are experienced in 
doing this work or not, we wish 
you would allow us to show you 
our equipment and supplies. Our 
Mrs. can help you select the 
correct grade and proper sizes of 
any needed equipment. 

Next week we will actually 
demonstrate in our store the pre- 
serving and canning of the items 
listed below. We sincerely hope 
you will be able to attend some or 
all of these demonstrations which 
we feel will be extremely interest- 
ing and instructive. The schedule 
is as follows: 

Monday at 2 p. m.—Canning 

by pressure cooking 

Tuesday at 11 a. m.—Home- 

made Fruit Juices 

Tuesday at 2 p. m.—Con- 

serves 

Wednesday at 11 a. m— 

Pickles and Chili Sauce 
ETC. 


Very truly yours, 








The Robinson-Patman Bill 


(Continued from page 18) 


‘ 


of wholesale price differentials as 
such, as distinguished from or in 
addition to quantity discounts. 
They go on to say, “With some 
restrictions there is nothing in the 
Patman law which will prevent 
quantity prices or quantity dis- 
counts, providing that all cus- 
tomers are granted equal prices 
and equal discounts for equal 
quantities of merchandise of the 
same grade and quality. Should 
a manufacturer find himself un- 
able to contract with all his cus- 
tomers who desire to purchase 
given quantities, because of lim- 
ited production facilities, such 
manufacturers would be obliged 
to choose their own customers and 
refrain from selling those cus- 


tomers whose wants they cannot 
supply in equal quantities. 

“There is no provision in the 
law preventing a discrimination 
in terms of sale, but terms of sale 
cannot be utilized as means of dis- 
crimination in price—that is, for 
an equal quantity the terms to 
one buyer cannot be 8-10-E.0.M. 
and to another 6-10-E.0.M., but 
the dating to one buyer might be 
8-10-60 and to another 8-10- 
E.0.M.” 

The Wholesale Dry Goods In- 
stitute declared a wholesale price 
differential granted to wholesalers 
and not to retailers would not tend 
to create a monopoly, nor would 
it injure, destroy or prevent com- 
petition, for the obvious reason 
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Quality—Precision 


Outstanding features of design . . . . uniformity 
. . . . long wearing qualities . . . . attractive ap- 
pearance . .. . correct prices! This combination 
accounts for the wide preference for GRIFFIN 
hardware among dealers and jobbers. A copy of 
our complete catalog No. 19 awaits your request. 


i 


Strap and 
Tee Hinges 


Shelf Brackets 


Ornamental 
Hinges 



















Safety Hasps 
Hinge Hasps 
Door Handles 


Garage 
Hardware 


Corner Irons 


Corner Braces 
* 


Barrel Bolts 


Cellar 
Window Sets 


Back F laps 
Chest Hinges 





Screen Door 
Hardware 


( SRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 





Agents: 
NEW YORK: 45 Warren St. BOSTON: 113 Purchase St. 


CHICAGO: 162 N. Clinton St. 
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0 
SAN FRANCISCO: 703 Market St. 
— 











TACK CORPORATION 


FAIRHAVEN 














Precision-made by the most modern machinery, Atlas 
Tacks, Staples, Pins and other products are of standard- 
ized high quality . . . to the smallest detail they are uni- 
form in design, weight, sharpness and clean finish. 
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HARDWARE 
SHIPMENTS? 


they re 


eas Y 


by 


Railway Express 





Weight or bulk makes no differ- 
ence, and specials, such as spare 
parts and replacements, are on the 
store counter often by the next 
morning. Railway Express will 
rush them through without fail, 
and for extra special pronto 
service, there’s always Air Ex- 
press—2500 miles overnight—at 
your call, at astonishingly low 
rates. ® It’s speed and depend- 
ability all the way when you use 
Railway Express. We pick up all 
shipments by motor truck on 
phone call, forward them at 
express train speed, deliver 
prompty. Double receipts—one 
to the shipper on pick-up, an- 
other to us from the consignee 
on delivery—make sureness 
doubly sure. With the shipper’s 
receipt goes automatically insur- 
ance up to $50 on each package, 
free. We make no charges either 
for pick-up or delivery. C.O.Ds. 
are another Railway Express spe- 
cialty, just as fast, with a remit- 
tance check bright and early. ¢ A 
phone call to the nearest Railway 
Express office brings the motor 
truck and the service. 


RAILWAY 
EXPRESS 


AGENCY INC. 


NATION-WIDE RAIL-AIR SERVICE 








that wholesalers are not compet- 
ing with retailers, but are com- 
peting with each other, and such 
competition is not lessened by the 
granting of a price differential to 
wholesalers. 

On account of the great number 
of nationally advertised articles in 
the drug and food lines, this legis- 
lation will be more far-reaching 
and of greater importance in those 
lines than in the hardware line. 
Nevertheless, if the facts were 
known, there is little doubt that 
there have been very many irregu- 
larities in the sale of hardware to 
these large buyers that have not 
been given the publicity of some 
of the deals made in the food and 
drug lines. Hardware organiza- 
tions for some time past have been 
writing and talking about this evi- 
dence of discrimination, but what 
these organizations have done in 
Washington has clearly lacked the 
punch of what has been done by 
similar organizations in the food 
and drug lines. 

The press recently have had 
many interesting editorials and 
comments on this law. One of the 
leading drug papers writes: “The 
prohibitions included in the mea- 
sure are certainly potent and, 
to a large extent, unmistakable. 
The highly important enforcement 
power granted the Federal Trade 
Commission is in itself a distinct 
aid to those who have been suffer- 
ing from the onslaughts of preda- 
tory operators.” 


Price Situation 


In this article I have not at- 
tempted to go into all of the tech- 
nical details of this bill. It is 
highly complex. The main force 
of the bill has been devoted to 
price competition. The price situ- 
ation has been fairly well covered. 
But there are many other forms of 
competition entirely outside of 
price. For instance, the competi- 
tion of terms. The bill in touch- 
ing upon such forms of competi- 
tion is not so clear and definite 
and it is probable when the price 
cutters study how they can get 
around the provisions of the bill 
they will stay away from price 
and attempt to make concessions 
in other directions. This is some- 
thing that must be carefully 


watched. 





It must be noted that this law 
is double-edged, in the fact that it 
applies to both buyer and seller. 
Quantity discounts are subject to 
regulation by the Federal Trade 
Commission. Probably in the be- 
ginning, on account of the im- 
mense amount of labor involved, 
the commission will not do very 
much except on direct complaint. 
However, if the law when passed 
upon by the Supreme Court is 
declared to be constitutional, no 
doubt the Federal Trade Commis- 
sion will use its new powers upon 
its own initiative in seeking out 
and prosecuting violators. Broker- 
ages are not prohibited, but must 
be honest and actually earned. 
Advertising allowances are _per- 
mitted, but must be for services 
actually rendered, and on propor- 
tionately equal terms to all. If 
competitors are injured by unrea- 
sonably low prices, such prices 
are not permitted and the neces- 
sity of the prices must be ex- 
plained. The Federal Trade Com- 
mission will have the power to 
decide what are and what are not 
unreasonably low prices. 


Private Brands 


It is generally believed that the 
effect of this law will be to in- 
crease the sale of private brands, 
as against advertised brands. The 
point of this is to have goods of 
equal quality, even under the spe- 
cial brand, reach the consumer at 
a lower price than national adver- 
tised brands weighted with the 
cost of national advertising. 

Naturally there will be some 
hesitation in the drastic enforce- 
ment of the law until it has been 
passed upon by the Supreme 
Court, but no doubt some case 
with the object of having the law 
declared unconstitutional will be 
promptly brought before the Su- 
preme Court. 

In the past the Federal Trade 
Commission has done little more 
than issue warnings and cease and 
desist orders. When the time comes 
when they will exact penalties 
either in the way of a fine or a 
prison sentence, then the business 
men of the country will under- 
stand that these laws against pred- 
atory secret price cutters have 
teeth in them. 


HARDWARE AGE 














law 
at it 
ler. 
t to 


the 

in- 
ids, 
The 


spe- 
r at 
yer- 
the 


yme 
rce- 
een 
‘me 
ase 
law 

be 
Su- 


ade 
ore 
and 
mes 
ties 
ra 
1ess 
ler- 


ave 


GE 


i, : 
:) as 7 : , “aie * ze 
> é = ser a en \ at 
. ‘ 9 = Vd — — 
~ ? ie ° 
’ Mex . ‘ : 


THEY WANT 









The widespread and insistent demand for Shelby Bicycles is the 
natural result of customer appreciation of modern styling and 
better construction, as well as dealer appreciation of the better 
profit possibilities offered by the complete Shelby line. 


THE SHELBY CYCLE CO., 110 Mack Ave., Shelby, Ohio 



































Western Office and Assembly Plant, 1011/2 S. Los Angeles St., Los Angeles, Calif. e 
f R FE E S A vi : L E Something Worth Talking About 
TO PROVE THAT YOU HAVE NEVER When You Sell 
=] = a ee Oe) Oe ee Od ee -) 8 oe) Th ‘Aj x”? 
; e “Aja 
“Runs In... Will Not Run Out 
Door-Ease Dripless Penetrating Oil is a general purpose 
oil which penetrates quicker and yet provides better 
lubrication than the finest lubricating oils because 
it congeals into a full-bodied, dripless lubricant 
that stays put. {Another feature that will appeal 
to your customers is the unique 4 oz. refillable 
“controlled flow” oiler shown which delivers 
either a drop or a stream. {[Builds a good 
volume. <A sure repeater. being well 
advertised, properly merchandised and — 
priced right. {Write on company 2 3001 
letter head for free, full size offer as Construction and appearance are strong selling 
shown below listing at 25c. Only points for dealers who stock “Ajax” Spring Pivot 
one toa dealer. Free offer Hinges. 
good un- til September Ist. The “Ajax” is made of high grade material and 
Send for yours today. has been designed with many important features 
which dealers will find worthy of special mention. 
These include an adjustable tension, alignment de- 
ry ® vice, hardened steel roller bearing for piston and 
ball-bearings for carrying the weight of the door. 
y The reversible bevel side plates present a pleasing 
RUNS IN if WILL NOT and neat appearance when applied to the door. 
INSTANTLY TE ~(CHICAGO)— 
FOR SALE BY JOBBERS EVERYWHERE SPRING HINGES 
AMERICAN GREASE STICK Chicago Spring Hinge Compans. 
CHICAGO NEW YORK 
MUSKEGON COMPANY MICHIGAN S. A. 
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DO THIS every time you 
sell an “Eveready” Battery. 
It takes only a second — 
but shows the customer 
that she can rely on the 
products in your store. 





J QLUNTEER 








Smothers FIRE Instantly! 
Costs Only $222 





: on value ever 


offered in a high grade, 
REFILLABLE Fire extin- 
guisher. Carbontetra- 
chloride type. Non-in- 
jurious to fabrics—NO 
ACID. Projects fluid 20 
feet. Puts out any kind 
of fire at its inception, 
including oil and gaso- 
line—also safe for elec- 
trical fires. Holds 1 Pint, 
11 inches over all, 
2-inch barrel—smaller 
than Underwriters’ 
standard. 
& 


R. E. DIETZ 
COMPANY 


NEW YORK 


Makers of Lanterns for the World 
Founded 1840 











How to Sell the Schools 


(Continued from page 22) 


Air” broadcasts from the larger 
centers. It is not at all uncommon 
for even the smaller grammar 
schools to have from one to five 
moderate price receiving sets to 
aid in teaching. Larger schools 
use complete sound systems with 
loud speakers and microphones, 
enabling them to receive outside 
programs or to originate their 
own for special occasions. The 
replacement of radio tubes may 
in itself be an order of fair vol- 
ume for the year. 

From the educational field to 
the maintenance of school prop- 
erty—buildings and grounds—-is 
quite a jump, but the versatile 
hardware man has sufficient of in- 
terest to offer to make contacts 
in this field well worth while. 
Electric light bulbs are needed in 
large volume, and with the present 
system of contracts in force in this 
commodity gives the hardware 
merchant an equal chance at this 
business. Then there is the need 
for roofing, for paint and varnish, 
and for pipe and fittings. School 
windows break often and glass for 
replacement is always in demand. 
Sheet metal and roll tin, gutters 
and conductor pipe need replac- 
ing. Locks, door closers, panic 
bolts and hinges are continu- 
ally being changed or renewed. 
Around school yards and athletic 
fields are fencing and fence posts. 
For the school lawn and gardens 
there are seasonal, calls for rub- 
ber hose, lawn mowers (hand and 
power), garden tools, grass seed 
and fertilizer, and six months 
later for ash cans, snow shovels 
and scrapers. 

School systems in cities may 
have their own printing plant and 
book bindery, laundry, and shop 
for repairing and refinishing fur- 
niture. There probably is also a 
maintenance crew consisting of 
carpenters, painters, plumbers, 
steam fitters, electricians, lock- 
smiths and handymen. Quantities 
of tools are needed annually and 
supplies of all kinds to keep up 
the physical properties under con- 
trol of your local School Board. 
If your school system is large 
enough it may own trucks, busses 


and passenger cars. Such being 
the case tires and tubes will cer- 
tainly be needed. Auto mainte- 
nance tools and supplies will be 
required, especially if the school 
authorities do their own auto re- 
pair work. 

Inside of the buildings the jani- 
tor and his force of cleaners and 
helpers work after school hours 
and Saturdays, and during the va- 
cation periods give the buildings 
a complete overhauling. For 
cleaning purposes the janitorial 
force needs brushes and brooms, 
mops, mop handles, wringers and 
buckets, together with various 
kinds of cleaning preparations, 
also plenty of sponges and cham- 
ois. Soaps and detergents are in 
daily use, and the hardware store 
can handle much of this material 
without adding to overhead. 

The janitor and engineer need 
tools and equipment to make ordi- 
nary repairs. A conveniently lo- 
cated and fully equipped set of 
tools is not only a saving of time, 
but necessary to every fair-size 
building. During vacation, when 
the janitor does his “house clean- 
ing,” sell him floor oil, wax and 
wall cleaner, as well as_ floor 
sanders and waxing machines. 
Many makers of appliances and 
supplies prefer to sell through a 
local dealer than to handle the 
business direct. Go to your school 
for your leads, then contact re- 
sponsible manufacturers of suit- 
able merchandise, and in many 
cases you will find the commis- 
sion or margin allowed you a sat- 
isfactory reward for your effort. 

Up to this point no mention has 
been made of athletic goods or 
equipment for physical education 
or for use by the various school 
teams. Practically all hardware 
stores these days carry an assort- 
ment of sports supplies and have 
direct relations with sporting 
goods manufacturers so that they 
are in position to quote interesting 
prices on such items as baseballs, 
gloves and bats, footballs, soccer- 
balls, basketballs, horseshoes, and 
gymnasium equipment. 

The various school teams, base- 
ball, football, basketball, soccer, 
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HUSKY but HUMANE 


. . . « The IMPROVED 
STILLSON with Cone-Coil 
Safety Springs . . . . . 















@ Special tough, heat- 
treated steels are used 
in jaws, housing and 
handle of the Improved - 
Stillson. It’s a prac- 
tically unbreakable 
. positively non-skid, too. 





wrench. . 
When it shuts down on a pipe that pipe ff 
turns. 


And this Improved Stillson is safe. 
There are no old-fashioned exposed 
springs to break and injure the user’s 
hand. Patented cone-coil safety springs 
are located inside the housing. 





When your jobber shows you an Im- 
proved Stillson you’ll recognize it as 
a wrench you’d use yourself. So you 
can depend on it your customers will 
want it when they see it. 


Steel Handle, | 
6” to 48” | 
Wood Handle, 
6” to 14” 
| 
| 
| 


THE RIDGE TOOL CO., ELYRIA, OHIO, U. S. A. 


RIZAID Wrenches, Cutters, Threaders, Vises, Extractors 











aia 
LEAD HEAD 
NAILS 





Good will and good profits both accumulate with 
every sale of Dickson lead head nails. 

By sealing the nail holes with lead these nails 
make a sheet metal roof watertight, protect it 
from rust, and add years to its life. 

While failure to sell these nails is only a 
merchandising over-sight, failure to use them 
is a serious and costly mistake. 

All common roofing sizes supplied in barbed or 
screw shank style with either bright or galvanized 
finish. For obvious reasons the galvanizing is done 
after barbing or threading. 
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Write for Near-by 


Send for Samples 
Sources of Supply. 


and Literature. 





DICKSON WEATHERPROOF NAIL CO. 


America’s Largest Producer of Lead Head Nails 
EVANSTON, ILLINOIS 
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| sight. It has all the features that at- 
+ tract and hold rental business. 


| With a SPEED-O-LITE on 


PROFITS 


are made 






” 


R 


Your profits are made from SATIS- 
FIED CUSTOMERS who continue 
to trade with you—who have com- 
plete confidence in the merchandise 
you carry. They’ll repeat if you sell 
them trouble-free HOLTITE Prod- 
ucts, the finest brand of precision- 
made assembly units ever offered 
the trade. Stock the complete line 
— you'll enjoy steady, profitable 
turnover. 


Distributed through Hardware Jobbers 









Office & Factory 
NEW BEDFORD, MASS., U. S. A. 


Southern Branch 
1421 FORT ST., CHATTANOOGA, TENN. 


Western Branch 
6529 RUSSELL ST., DETROIT, MICHIGAN 


Increase YOUR Sales 
Multiply YOUR Profits 


with a 


SPEED (Z)LITE 


‘YET into the floor sander rental 
business in a Big Way with this 
revolutionary machine that gents on 























It is light in weight (80 lbs.) —oper- 
ates from any convenient outlet—works 
right up to the quarter-round—picks up 
all dirt and dust and leaves a ballroom 
finish on every floor. 


your floor and our sure-shot 
FREE Advertising behind 


you, you can’t fail to make Sold 


Big Money in sander rentals Complete 
and increased sales of floor and 

| finishing materials. Let us Guaranteed 

send you the SPEED-O-LITE For One Year 

for 5-DAYS, and prove this — 
otor 


to you at our expense! 


MAIL THE COUPON TODAY! 
SSBB BRR SRR BSS BBS BSS SBS SC SS SS SS eS eee eee 
LINCOLN-SCHLUETER FLOOR MACHINERY CO. 

212 W. GRAND AVE. CHICAGO, ILL. 
Send full details on your 5-day FREE TRIAL SPEED-O-LITE offer. Also 





tell me how | can own it. [] Interested in time payments. 

CE Sk 5. onulesaghnporiades taccsseelman P Fey 

EES Se te ee eT ree 736 
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STEEL TRAP 


FACTS! 


Blake & Lamb are the only steel 
traps fitted with galvanized shank 
that eliminates rust, sticking and 
freezing. 


Blake & Lamb are the only na- 
tionally known brand that are, 
and always have been, sold ex- 
clusively through the hard- 
ware trade. 


Blake & Lamb are definitely 
higher in quality — yet lower in 
pricel 


This year—insist upon Blake & 
Lamb—the hardware dealers’ 
trap. If your favorite jobber 
doesn't carry them—write to us 
for your closest source of supply. 


THE HAWKINS COMPANY 


America's Oldest Trap 
Manufacturer 


South Britain, Connecticut 














For SUMMER 
WORK 






“T wo-Biade Scrapers—-No. 5-—illustrated—2/2” 
blades — Retails 50c—for Painters and Wood 
Workers. No. 4-same style with 1/2” blades— 
for small work and household use-retails 25c. 
No. 8 Reversible Pistol Grip handle—for 
heavy work-retails 75c. This group 
available on No. 170 Display for 
hardware and paint trade. Blades 
for Nos. 5 & 8, retail 25c pr.- 
No. 4, 12¥%c or 13c pr. 


WOOD SCRAPERS 


\Red Dewi 


GLASS CUTTERS 024 


In Season 
EVERY 
Season 


Make 


sure your cus- 
tomer gets a 
superior glass 
cutter. Red Devil 024 
is best for amateurs 
and preferred by ex- 
perts. 


LANDON P. SMITH, Inc. 
IRVINGTON, N. J., U. S. A. 


















and hockey demand first class 
equipment, and are proud of their 
uniforms. Here is a chance to tie 
up with some athletic team out- 
fitter and supply the boys, and 
the girls also, with suits. It is 
good advertising among the 
younger set to be known as head- 
quarters for athletic goods. But 
here again if you do not call on 
the school authorities, the athletic 
director, coach or student man- 
ager you may find you will be 
passed up when they go shopping 
for supplies. In these days of 
keen competition it is the seller 
who needs to do some shopping 
on his own account—shopping for 
customers. Acquaint the youth of 
today with what you have to sell 
and he will not only be a booster 
for you today but will remain the 
customer of tomorrow. 

Gymnasiums usually have 
locker rooms and the lockers may 
need padlocks. Schools in general 
provide a locker per pupil as well 
as per teacher and the demand 
seems to be for individual pad- 
locks for each locker rather than 
for mortise locker locks. How 
would you like to receive an order 
for one thousand or two thousand 
padlocks? That would give you 
something to talk about for a long 
time. It’s not uncommon, and of 
whom, if not the hardware mer- 
chant should padlocks be pur- 
chased? 

Lockers may sound a bit out of 


line for a hardware store, but they 
really are not. If stationery stores, 
book stores or furniture stores can 
furnish lockers there is every 
reason why the hardware store 
should. Lockers are quite well 
standardized. If your schools are 
to be in the market for lockers 
go after the business. Find out 
the specifications for the lockers 
needed. Make a contact with one 
or more of the well known manu- 
facturers and you will probably 
be agreeably surprised to find that 
you are in the running if you 
submit a quotation on the equip- 
ment needed. Padlocks and lock- 
ers are only two of many various 
items coming up constantly in an 
educational institution or system. 
The school purchasing agent may 
not always have you in mind as a 
possible source for his needs, but 
if you are sufficiently awake to 
the possibilities and a frequent 
enough caller you will probably 
be around when special equip- 
ment and needs are being con- 
sidered. Like most other things, 
if you get in on the ground floor 
you have a head start advantage 
over all other competitors. 

If you have in your territory 
private or parochial schools, 
academies or colleges their needs 
will parallel those already out- 
lined and the authorities of these 
institutions should be regularly 
visited. 





Overhead Plus Underhand 


(Continued from page 27) 


habit under his present employ- 
ment, but—“over there.” Sitting 
in full view of the hardware where 
he had been employed for most 
of his adult years before coming 
to work for his present employer, 
the statement took him unawares, 
and he dropped his gaze. The 
investigator knew he had won. 
His own estimate was that he 
had taken, on the average, one 
dollar per day for over twenty 
years. Proper documents were 
drawn up and signed by him, and 
a time set for full payment. Here- 
in rests the deepest heart-throb of 
all, connected with this case. 


At the appointed hour set for 
settlement, a car drew up in front. 
Our man alighted from the car, 
and with him was as fine a look- 
ing young man as you would see 
in a day’s journey. He proved to 
be a favorite son, who held a very 
responsible position in one of the 
better businesses of the city. They 
came in together, and the father 
presented his son. The father 
turned to the investigator and 
said, “Do you have with you the 
papers?” Receiving an affirma- 
tive answer he turned to his son 
and said, “Son, pay the gentleman 
the money.” The son, with suffer- 
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YOU CAN MEET EVERY NEED 
with McKAY CHAIN 


Why “shop around’ when you need 
dog chains or anchor chain — trace 
chains or crane chain? You can get 
from McKAY Everything in Chain 
(welded or weldless), in a price-range 
for EVERY purpose. Why “guess 
about” quality? McKAY Quality is 
“vouched for” by more than 50 years 
of continuous satisfaction. 





You'll “go to town” with the McKay 
Chain line! Sold by leading jobbers 
everywhere. The McKay Company, 
McKay Bldg., Pittsburgh, Pa. (Former- 
ly U. S. Chain & Forging Co.) 























EASIER CANNING 


MAKES SALES FOR YOU 


Every woman wants this handy kitchen utensil. 
Mashes a bushel of tomatoes into juice in 20 minutes— 
a bushel of apples into sauce in 30 minutes. Wonder- 
JULY 16, 1936 


ful for preparing jellies, jams, preserves and grape 
juice. 













FOLEY 
FOOD MILL 


A Daily Kitchen Need 


Mashes_ potatoes, carrots, squash, 
spinach, etc. Fine for preparing 
purees, cream soups, foods for infants 
and invalids. 


Advertised to Over 
10,000,000 
Women this Year. 


Advertisements in women’s publi- 
cations of over ten million circu- 
lation have introduced 
it to the housewives. 


Sold to Consumer on 
10-Day Money-Back Guarantee 


1% Qt. Family Size, $1.25 
Junior Size, 1.00 


FREE 
DISPLAY RACK 
Displays three mills and sign 
in counter space of one. 
Order through Jobbers or 
Write Direct to Us 


Fotey MANUFACTURING Co. 














1 N.E. Main St., Minneapolis, Minn. 





[ MOTHING LIKE Ex | 


TL NOTHING LIKE THIS 
LUNG FisH 


WHEN THE SWAMPS IN WHICH 
IT LIVES DRY UP, THEAFRICAN 
LUNG FISH CRAWLS INTO A 
BURROW, PLUGS IT WITH MUD, 
AND BREATHES THROUGH 
SMALL AIR-HOLES. 








MOTOR Oil EITHER 


IT'S THE QNE OIL MADE 
SPECIALLY FOR MOTORS 
OF ELECTRIC REFRIGER- 
ATORS, WASHERS AND 
IRONERS. OPENS BIG NEW 
MARKET FOR YOU. ITS | 
ADVERTISED IN COLLIERS 
REGULARLY- STOCK IT Now! 











& 
GULF ELECTRIC-MOTOR OIL 


For further information, write Gulf Petroleum Specialties, 
3800 Gulf Building, Pittsburgh, Pa. 


SELL 
FROM 


UNIFLOW’S 


CATALOG 


Thoroughly stand- 
ardized UWniflow 
equipment can be 
sold from a catalog 
to your trade with no investment necessary. 
You can offer more models and better built 
equipment than your competitor, the Mail 
Order House, and get the business on a : 
point for point eomparison. You owe it to Praga fre 
yourself to know Uniflow Products and the wig oo 


quickest way to get acquainted is to send WATER 
for our complete loose leaf catalog. Do it COOLERS 
today. 


f \) ~Bivitaecens. 


t’s handy to have com- 
plete data on these 12 
Uniflow Products—no 
telling when an order 
will walk into my 


store. 


UNIFLOW MFG. CO., ERIE, PA. 








SHALLOW 
WELL PUMPS 





KLARIFIERS 


DOMESTIC AND 
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DO YOU SFLL 


NINE CHURNS 
OR ONLY ONE ? 


DAZEY 


LINE PROVES 
9 to 1 FAVORITE 
IN RETAIL 
STORES 


opay. as for many 
years past, 9 out 
of every 10 churns 
sold in retail stores 
are DAZEY Churns. 
m Such overwhelming 
preference cannot be 
due to chance. It is 








based on the advan- 
tage of many exclu- 
sive DAZEY features 








2 OF. to and a superior qual- 
10 Gal. j ity so outstanding 
POWER: that, for the discrimi- 

nating buyer, there 
Hand or can be but one choice 
Electric -DAZEY. Why be 








ii content to sell one 

churn when you can 
just as easily sell 9? Stock the complete DAZEY 
line—especially ELECTRIC models if rural power 
Jines are available. SOLD THRU JOBBERS 
ONLY. 


DAZEY CHURN & MFG. CO. 
4301 Warne Ave., St. Louis, Mo. 








“Westfield- 
made’ 
means business! 


In the “Westfield-made” lines— 
beginning with the moderately 
priced Westfield models and 
reaching the topmost quality in 
the superb Columbia equipped 
models — you find extra values 
in improved construction, finish 
and equipment—resulting from 
60 years’ experience building 
better bicycles. 





Write for full particulars of 
what ‘‘Westfield-made”’ can 
mean to your bicycle business. 


THE WESTFIELD MFG. COMPANY 
WESTFIELD, MASS. 


WESTFIELD 
and ° 


BICYCLES 

















Ce 





ing written deep in every feature, 
with sympathy for his father, 
reached into an inner pocket and 
brought forth a folder, within 
which was a dollar for every 
working day his father had worked 
for over twenty years. 

The father drew himself up 
erect, and even pridefully called 
my attention to the fact that it 
was all there—so much in each 
bundle. He seemed at that mo- 
ment, as he stood erect, as though 
a great load had been lifted from 
his mind and conscience; his face 
showed a new resolve. He felt a 
genuine pride in doing all within 
his power to right the wrong that 
had borne heavily upon him 
throughout the long years. 


His final gesture was courtli- 
ness itself. He turned to the in- 
vestigator and said, “What is your 
name?” Upon being informed he 
asked, “Where could I get in touch 
with you?” He was given the 
investigator's home address, and 
asked “Why do you wish to 
know?” With a look long to be 
remembered he continued—these 
are his exact words: “It has 
always been my belief that pro- 
fessional investigators are a hard- 
boiled lot. But, as man to man, 
I cannot refrain from telling you 
that you have been more than fair 
to me.” He held out his hand, 
slowly turned, and together they 
made their exit. 





Extra Service Will Bring 
Extra Business 


(Continued from page 31) 


through him in hand-to-hand per- 
sonal service all the way. Don’t 
forget that good merchandising 
often starts with a service before 
it can end in a sale. 

Remember that people are in- 
terested in products—not because 
of the products themselves—but 
because of the service these prod- 
ucts render. So leave no stone 
unturned in explaining and ex- 
emplifying the complete uses of 
everything you sell. If it is ad- 
vantageous to demonstrate a prod- 
uct in order to give the prospect 
a better conceptidn of the ar- 
ticle’s utility, economy or con- 
venience—by all means demon- 
strate it. In other words, show 
the buyer not just what a product 
is, but what it will do, and how 
much better it will do it. This 
principle applies to the success- 
ful selling of products of every 
character. 

Start with the knowledge that 
if you are going to show the 
merits of a product clearly and 
in an understandable fashion it 
will be necessary to use simple 
demonstrations. They should al- 
most be “primer-like” in their 
simplicity and clarity. This is 
true because selling is in the tell- 
ing, and it is impossible to make 
the telling too graphic. 


It is important for the com- 
munity dealer to remember that 
his advantage lies in the fact that 
he can be a neighbor to a cus- 
tomer in addition to being a 
source of supply. He _ should, 
therefore, never overlook an op- 
portunity to show his customers 
that he is a real neighbor, and 
one who has the welfare of the 
community at heart. When the 
dealer is thus unselfish in his 
attitude, he will find in turn that 
his customers will be unselfish 
about him. 

There are many other methods 
that the dealer can also use to 
good advantage in developing a 
more friendly and intimate rela- 
tionship with his customers 
through the medium_ of unex- 
pected personal service. He can 
telephone his customers  regular- 
ly. He doesn’t necessarily have 
to talk business. Perhaps the 
dealer has heard a bit of news 
that he knows a customer is in- 
terested in, or the dealer can pass 
the word along about some com- 
munity activity. 

The dealer can also use his 
car with excellent results in get- 
ting out in his territory every 
time he has the chance. This will 
impress the customer with the fact 
that the dealer is always quickly 
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Visible quality appealing to every tool user. Fin- 
est spring steel blades, taper ground. Polished 
hardwood handles. Popular values, too! Com- 
pass saws to retail as low as 35c. Complete nests 
as low as $1.10. A welcome, broad profit for you 
on every sale of saws or blades. If you haven’t 
our complete catalog of the fastest selling line of 
small saws—write for it NOW! 


We sell Ohlen-Bishop Saws through 
Hardware Jobbers ONLY 


‘HLEN-BISHOP CO. 


‘y COLUMBUS, OHIO 


The \ 


verre rratters of Fine Saws Since 1852 
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POINTS OUT LOW PRICES 
URGES ACTION 


It is enough to call the trade's attention to the current 
price situation. It emphasizes the 60-year Turner policy 
of giving a better Blotorch at a price no higher than that 
of ordinary products. Turner Blotorches are built to 
standards of uncompromising quality—Safety factors con- 
stantly stressed—Every manufacturing process controlled 
within a single organization—Efficiency maintained at 
maximum. All these points are part of our responsibility 
to give the trade quality-made torches at reasonable prices. 


Both jobbers and hardware dealers know the wide ac- 
ceptance of Turner Blotorches with users everywhere. 
Stock them for steady sale. 


Plumbers’ and Tinners’ Fire Pots, Camp Stoves, Gasoline Lanterns, Lamps, ete. 























‘THE LOW PRICE SET 


“Professional Results in Amateur Hands” 










| Big Sales plus 
generous markup. 


| METAL DISPLAY 
| BOARD FREE. ’ 
|Write today 
| about special 


| 


| deal. 





HANDY 


PIPE 
THREADER 


Threads up to 34”. Only thread- 
er with genuine ARMSTRONG 
Kalorized SOLID DIES for pipe, 
bolt or rod. Dies start over 
meanest burr. Die sizes in- 
stantly changed. Adjustable 
guide eliminates bushings. 





An 
ARMSTRONG 
QUALITY 
PRODUCT 





ARMSTRONG 25: BRIDGEPORT, {2% 




















The BEST 


TAPE 


MADE 











ir ie 
SUPERIOR ExTRA 
QuALITY ADHESIVE 


UL LLL 
' Wyse si 7 
S&S Vws 
Lapp, To nad 


SLIPKNOT 


FRICTION 
TAPE 


PLYMOUTH RUBBER COMPANY. Inc 
CANTON, MASS 


Your Jobber Has It 


also 
SLipKNoT CEMENT-ON 


RUBBER SOLES 

















It Caps The Climax For 
PROFIT 





AND <@>> CLIMAX 
LEADS THE LIST 


People are buying cappers 

again! Orders are pouring in 

for the world’s best known 

3 line! Seven famous Everedy 
: models headed by CLIMAX. 
Order a dozen in 36 |b. case 
for only $6.00. Get on the 
Everedy Bandwagon and get 
in on big summer profits! Fast 
shipment .. . . right prices! 
Write for illustrated folder or 
order from your jobber today! 









The EVEREDY C-- 


FREDERICK + MARYLAND 
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available, not only to sell his 
customers, but to serve them after 
he has sold them. The dealer can 
also see to it that a short friend- 
ly and neighborly letter finds its 
way regularly to those he serves, 
and wants to serve. 

In addition, the rural dealer 
can use newspaper advertising 
and road signs to tell his com- 
munity why he is in_ business. 
Another service that will draw 
interest to the dealer’s door is a 
bulletin board for posting no- 
tices such as “Wanted” and “For 
Sale” announcements of farmers. 
In order that shopping will be 
made convenient for those cus- 
tomers who cannot do their buy- 
ing during daylight hours, the 
dealer should keep his store open 
late at least one night a week. 

As a general thing, the rural 
dealer underestimates his impor- 
tance in the national “picture.” 
The “small town dealer” in real- 
ity is a giant in importance. This 
is shown by the accompanying 
map which depicts rural com- 
munities versus cities. It will be 
noted that rural communities 
make up nearly half of the rich- 
est country in the world. Amer- 
ica’s rural community is literally 
the rural dealer, for without rural 
dealers to represent the hardware 
industry and the other of the 
great industries of the nation 


there would be no rural com- 
munities. 

During the past twenty - five 
years increasing competition and 
improved merchandising methods 
have changed the rural dealer’s 
position. In the old days busi- 
ness “came” to the community 
dealer without his having to ren- 
der extra service. Now business 
comes to the dealer in proportion 
to the extra service he renders. 
In the old era the rural dealer 
was considered a necessity and 
was so recognized. People came 
to the dealer to buy far more 
often than the dealer went to 
them to sell. In those days, for 
the most part, merchandise was 
bought instead of sold. The con- 
ditions prevailing twenty - five 
years ago are shown by Chart 
No. 1, while present conditions 
are portrayed by Chart No. 2. 

In comparing the two charts 
it will be noted that instead of 
having one hub with all spokes 
leading to it, Chart No. 2 has 
several hubs, with each striving 
to attract the spokes or buying 
lines to it. Competition has come 
to town. Other spokes or lines 
show that some trade is now go- 
ing out of the territory and the 
attraction, in most instances, has 
been modern and aggressive sell- 
ing methods, such as are here 
suggested. 





Oiling The Retail Machinery 


Monthly Financial Statements 
—Easy to Prepare, If You 
Know How 


The monthly financial statement 
is something that every retail mer- 
chant should thoroughly understand. 
That may be a little deep, but it’s 
very much true. 

The following formula will enable 
any retail merchant to prepare a 
reasonably accurate financial state- 
ment each month, without physical 
inventory: 

Establish your average gross mar- 
gin, by adding last year’s total pur- 
chases to your inventory as of the 
first of last year. Then deduct your 
inventory as of the close of last year. 
Your result will be your “Cost of 
Merchandise Sold” last year. De- 
duct from last year’s total sales (less 
returns); and your remainder will 
be your “Gross Margin” for last 
year. 


Divide last year’s gross margin by 
last year’s gross sales and you will 
obtain your “Average percentage of 
gross margin.” A comparison of 
your figures for several years past 
on this same basis will give a still 
more reliable percentage. 

Some allowance may be necessary 
for general market trends and fer 
obsolescence. Otherwise, this per- 
centage, deducted from “Gross 
Sales” for any month will establish 
your “Cost of Merchandise Sold,” 
thus making it a simple matter to 
prepare accurate monthly financial 
statements. 

The annual physical inventory will 
properly adjust any variation at the 
close of the fiscal year. 

But know your facts—up to now 
—and prepare your monthly finan- 
cial and your profit and loss state- 
ments. 
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Speedy Paint Sprayers 

DEALERS: Professional type with famous Clean Air 

compressor on steel base, pressure feed in- 
Send for price list, ternal mix spray gun with quart aluminum 
cup. List only $19—others $5.00—$14.00. 
: Autopower sprayers $2.60 and up. No cylin- 
on electric and auto ders pistons or rings to wear out. Sturdy, 
power paint sprayers. efficient, yet low in cost. 


Write to Dept. A. W. R. BROWN CORP. 


5722 Armitage Ave., CHICAGO, ILL. 


discounts and details 
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“HARBOR BAR” cl 
The Seaside 


Ditantic City’, Distinctive Hotel 
ACROSS BOARDWALK FROM STEEL PIER 
ONE BLOCK FROM HEADQUARTERS 




















STOVE MATS 


4Y'x4y' 


LOW PRICED—can be retailed for less than a dollar. 
SERVICEABLE—protects the rug or floor from ashes 


and soot. Easily cleaned. 


COLORFUL—packed assorted colorings; six to a 


carton—tiles and fancies. 


RIGHT SIZE—4'2’x 4%2’—accepted standard stove 
mat size. Can also be used under refrigerators. 
FAST SELLING-—sells on sight when properly dis- 
played. Customer will recognize real value. 
ORDER NOW-—for later shipment. Seasonal demand 


in fall and winter will move large 


volumes of these 


mats. Here you have an exceptional value that can 


be successfully used as a leader, 


or as a regular 


every-day selling item. Ask your wholesaler or write 


CARTHAGE MILLS INCORPORATED 


Cincinnati, Ohio 


Dept. H 
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ABRASIVE PRODUCTS, Inc. 


SOUTH BRAINTREE, MASS. 


JEWELOX 


ABRASIVE CLOTH 


for cutting hard metals. Pure 
aluminum oxide grains, strong, 
specially woven cloth backings, 
combined with strong cattle hide 
glues. 


MORE PROFITS FOR YOU 


i 


| 


Jewelox Ready Rolls 


More Satisfaction for Your Customers 


SUPPLIED IN ALL STANDARD GRITS 
AND IN ALL SHAPES AND SIZES 


Rolls: All widths 


Endless Belts. 





Sheets: 9” x 11”. 


to 28”. 


Ready rolls on spools. 


Dises, cones and bands. 












Abrasive Products, Inc. 


Send us a copy of your catalog. 


SS oie ois. 5 0.5.5 002 etc anasto 


So. Braintree, Mass. 
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KEY BLANKS 


OF ALL KINDS 
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Catalogue on Request 


GRAHAM MFG. CO. 


Dept. W. 
Derby, Conn., U. S. A. 








The Original 
“HORSESHOE MAGNET” 
HAMMERS 


Steel Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 


Sele Manufacturer 
596 Atlantic Ave., Boston, Mass. 


Horse & Mule 
Shoes 











Hand puddled 
bar fron and 
iron rivets 


THE BURDEN IRON COMPANY 


Established 1809 
TROY, N. Y. 

















VERY RANGE NEEDS 
FIRELINE 


to protect the firepot and increase heat intensity. 
Ready mixed, as easily molded as putty, FIRE- 
LINE can be applied by anyone in a few minutes. 
It replaces cracked or burned-out stove tile or fire- 
box castings. Set by an ordinury fire it forms a 
1-piece refractory lining that will not crack, fuse 
or spall—-that raises combustion temperatures and 
eliminates amoke, soot and gas. FIRELINE in- 


creases the heat-producing capacity of any burner 
and saves up to 20% of fuel. 

Introduced but a year ago, it is carried by every 
leading jobber, for wherever introduced it has been 
sold by neighbor to neighbor, has built a large and 
enthusiastic following 


Write for FREE SAMPLE, 
circulars, display, etc. 


FIRELINE STOVE & FURNACE LINING CO. 
1859-G Kingsbury St., Chicago, U.S.A. 
(Copr. 1936, Plibrico Jointless Firebrick Co.) 
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Returned to the Jobber or 
Manufacturer 


When it is necessary to return in- 
correct merchandise to the jobber 
or manufacturer or to send back 
mechanical devices for service, com- 
plete information must be furnished 
to insure prompt handling. 

If both package and letter arrive 
simultaneously, there is almost no 
possibility of error. 

Therefore, write full information, 
enclose it in your mailing envelope, 
attach first-class postage to it and 
attach to the carton containing the 
merchandise. Then mail the latter 
by parcel post in the usual way. 
Both carton and the letter must ar- 
rive together. Because this plan 
saves time and confusion, it is 
worthy of adoption. 


Attention: Mr. Brown 


Letters addressed to large com- 
panies are usually opened in a cen- 
tral mailing department when re- 
ceived. 

But if your letter is addressed: 
“Attention: Mr. So-and-So,” he will 
receive it immediately after the mail 
arrives. 

Otherwise, your letter may travel 
through several hands before reach- 
ing the particular executive or de- 
partment for which it is intended. 
And the delay may easily amount to 
a couple of days in some cases. 

Hence, replies to letters from 
large companies should be directed 
to the company, “Attention: Mr. 
Brown,” or whoever the proper 
executive may be, or else the file 
number should be used if it appears 
on the original communication, to 
insure prompt handling, which is 
what every retailer desires. 


When Accounts Payable Are 
Overdue 


Sometimes unavoidable circum- 
stances prevent prompt payment of 
wholesale accounts. 

If you cannot pay, you should 
write the credit man of the whole- 
saler and explain why, and in all 
likelihood arrange an_ extension 
which will be mutually satisfactory. 

But do not make a practice of 
doing this, since it is to be seriously 
discouraged as frequent occurrence. 

In the eyes of your wholesaler’s 
credit man, such a letter is far better 
than to ignore the account and the 
inevitable collection notices and let- 
ters which follow after. Uncertainty 
breeds distrust. 

Maintain close contact with your 
wholesaler credit man in times of 
financial stress. 
















IT DOES NOT PAY | 
TO EXPERIMENT: 


We have served the public 

since 1898—an assurance of 

guaranteed merchandise. The 

= features of our Horse and 
le 


(Horse) 








water- 
ing fountains are na- 
tionally known. Thou- 
sands sold each year. 
Cash in on this busi- 
ness. The margin we offer war- 
rants investigation. 


A. F. KLINZING CO. 
021-S. 2nd St. 
MILWAUKEE, WISC. 


CM NA/L 
CLIPPERS 


The “Gem Junior” 


An eye-pleasing streamline 
clipper with keen, hardened 
cutting jaws and_ efficient 
file and cleaner. Colorful 
counter card displays one, 
stores eleven. Retail, 25¢. 
At jobbers’. Send for cata- 
log price sheet. 


The H. C. Cook Co. 


Ansonia, Conn. 






Fountain 
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Changes 


New products and new 
trade names are constantly 
being added to the listings 


for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 


Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


239 West 39th St., New York City 
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SUPER APEX 


has a zine coating almost twice as heavy as some other widely and 
more or less carelessly advertised lines. 


On top of this zinc coating there is baked a coat of high quality 
enamel thus reducing corrosion almost to the vanishing point. 


THE LIFE OF SUPER APEX 


in “Salt Air,” moisture or gaseous laden climates is almost double 
the life of cloth made by the old process. 


STEEL — COPPER — GOLDEN BRONZE — SPECIAL ALLOYS 
ANTIQUE BRONZE — ALUMINUM 


HANOVER WIRE CLOTH Co. 


HANOVER, PENNSYLVANIA 
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Complete Model Maker 


retailing at only $11% 


A value that defies all competition . .. a price that 
stimulates sales. Opens a tremendous new market 
because of its low cost. 


Regular equipment includes lathe, screw center, 
sabre saw, sander disc, circle saw, lathe tool set, 
drill chuck and grinder wheel. 


*Note (Retail price west of Rockies $12.00) 


Write for literature and prices today. This unit 
sells. Sold by leading jobbers. 


ARCADE 
MFG. CO. 


F t, WM. | 
HARDWARE niet 


ARCADE 











Make it a more 





RICH Fruit Pickers’ Ladders 
are made in two styles— 
Closed Top ae Open Top— 


with 1%” 2%," Select 
Spruce Rails ae 14%,” Hick- 
ory Rungs. 


FRUITFUL Season 
with 


RICH 


FRUIT PICKERS’ 


LADDERS 


Get the extra ladder busi- 
ness that comes with the 
Fruit Picking Season. Reap 
a bigger harvest of sales— 
and profits — with RICH 
Fruit Pickers’ Ladders. 


RICH makes ladders for 
every purpose—the World’s 
Safest Ladders. Strongly 
made of select materials, 
and with many exclusive, 
superior in-built features of 


construction, they are the choice of those who insist upon 


safe ladders! 


Large warehouse stocks assure prompt delivery of orders. 
Complete information and catalog mailed on request. 


Write NOW! 


THE RICH PUMP & LADDER COMPANY 


1028 Depot Street 


Cincinnati, Ohio 























AGE 








The TUDOR MAILTAINER 
IS DISTINCTIVE! 


The touch of refinement a TUDOR MAIL- 
TAINER lends to the entrance strongly 
appeals to the discriminating home-owner. 
Made of rust-resisting metal in wide 
choice of beautiful finishes. Door hinged 
at top—always closed. Combination lock 
and latch. Water-shedding top covers 
large slot. Two large clips hold news- 
papers. Furnished with or without ac- 
curate dial thermometer. 


Write for further information and prices. 


PATENT NOVELTY COMPANY 
305 Eighth Ave. Fulton, Ill. 


POLLYANNA Dust Pans MAILMASTER Mail Boxes 
POLLY PRIM Recipe Cabinets 








= 
—S 


No installation 
expense! Retails at 













Way 
oe GAR ‘ROUND § 


No aad is it necessary for the modern house- 
wife to contend with a smoky, greasy, 

= evil-smelling kitchen. The Electro- 
> y vent fan corrects this 
~<a ~~ Siastically received by 


a 


only $6.95. Slightly more west 
of the Rocky Mountains. Write for ~~2 >, 
free literature and dealers’ prices. LES 


WARD. MFG. CO. 


107 E.MILWAUKEE -~ DETROIT, MICH. 





LER 


condition and is enthu- 
“WO men every- 
t ~ where. 


” 
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CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 


at special rate of one cent a word, mini- 
mum 50 cents per insertion. 


All Other Classifications 
Set Solid, Maximum of 50 words... .$3.00 


Each additional word............ -06 
All Capitals, Maximum of 50 words.. 4.00 
Each additional word............ 06 
Allow Seven Words for Keyed Address 
Boxed Display Rates 
BD Ome cccccéesecscccccsccccceeces $5.00 
Each additional inch.............. 4.00 





Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


® CLASSIFIED ADVERTISING RATES e 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 
ments 


a oe — 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 
—~e=_— 
HARDWARE AGE is published every other 
Thursday. Classified forms close 13 days 
previous to date of publication. 








NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


—_— ss — 

Address your correspondence and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St., New York City 











HELP WANTED 


SALES REPRESENTATIVES WANTED 


BUSINESS OPPORTUNITIES 





CLERK—EXPERIENCED IN HARDWARE 
AND paint line, with executive ability. If satis- 
factory, opportunity to become interested in busi- 
ness. Address Box C-163, care of Harpware AGE, 
239 W. 39th St., N. Y. City. 


BUYER—YOUNG MAN WITH KNOWL- 
EDGE of cutlery and specialties—Eastern jobber 
is desirous of adding to their lines of cutlery, 
etc., and wants cutlery buyer—one who can assist 
in sales. State age, experience, salary expected 
and full details, which will be held confidentially: 
Address Box C-167, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 











SALES REPRESENTATIVES WANTED 








SALESMEN WANTED, CALLING ON RE.- 
TAIL hardware, lumber dealers, and building 
supply dealers. Good side line—liberal commis- 
sion—all territories. Write for particulars. Ad- 
dress Box C-142, care of HarpwAre Acer, 239 
W. 39th St., N. Y. City. 


SALES REPRESENTATIVE CALLING ON 
DEPARTMENT stores and hardware jobbers can 
add to his income by the sale of two very desira- 
ble items which repeat and build up. Several 
desirable territories still open. Address Box 
C-159, care of Harpware Ace, 239 W. 39th St., 
mM. 3. Cie. 


SALESMEN CALLING ON HARDWARE 
DEALERS and jobbers to handle complete line 
coal, gas and electric stoves and circulating heat- 
ers. Commission basis. Territories open, Penn- 
sylvania, Western New York State, Maine, Ver- 
mont and New Hampshire. Address Box C-173, 
care of Harpware AcE, 239 W. 39th St., N. Y. 
City. 


SALESMEN WANTED—SELL_ HIGH- 
GRADE mechanics’ tools—old established firm. 
Pay small weekly advances to men who know the 
jobbers and large dealers and who will send in 
orders, instead of excuses. May sell one or two 
allied lines. Give particulars—experience, etc. 
Address Box C-171, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 


SALESMEN NOW SELLING TO HARD- 
WARE and furniture trades, here’s your chance 
to connect with nationally known manufacturer 
mops, brooms and brushes. Full cooperation and 
generous commission provide outstanding oppor- 
tunity for permanent repeat business. Send com- 
plete details, experience and territory you cover. 
Address Box C-174, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 
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Ft 
RESPOND 
THE USONA MANUFACTURING NCOMPANY, Inc. 
26 ELEVENTH STREET, TOLEDO, OHIO 
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SALESMEN—A FEW PROTECTED TER- 
RITORIES open for experienced commission 
salesmen. Old established line of miscellaneous 
builders’ hardware, padlocks and night latches. 
Wholesale and retail hardware trade. Please reply 
stating full particulars relative to experience and 
territory covered. Address Box C-178, care of 
oe, AcE, 239 West 39th St., New York 
ity. 


MANUFACTURER OF NATIONALLY AD- 
VERTISED PATENTED household item has 
openings in all territories for salesmen calling on 
hardware, housefurnishing and department stores, 
also jobbers. Liberal commission. Write details 
of your experiences, exact territory covered and 
firms now representing. Address Box C-177, 
= of Harpware AcE, 239 W. 39th St., N. Y. 

ity. 


SALESMEN TO CARRY A SIDELINE of 
brewery sidewalk bumpers. Staple, year round 
article, advertised and well known to breweries. 
Liberal commissions. States now open,—Illinois, 
Ohio, Kentucky, Florida, Pennsylvania, California 
and all New England. Write, giving full details. 
Correspondence confidential. Address Box C-176, 
ore of Harpware AGE, 239 W. 39th St., N. Y. 

ity. 


WE NEED SEVERAL AGGRESSIVE 
SALESMEN, who have a following in the whole- 
sale hardware field. We have a builders’ hard- 
ware specialty which enjoys a steady repeat busi- 
ness and which can be sold in large volume. 
Only those who are accustomed to large earn- 
ings and can prove it, will be considered. Full 
details must accompany your application together 
with references. Address Box C-145, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


SALESMEN — TO REPRESENT OLD- 
ESTABLISHED saw manufacturer offering com- 
plete line of saws, including crosscut saws and 
hand saws, to the hardware trade, opportunity to 
sell hardware jobbers and hardware dealers. Must 
travel most of time and have had experience sell- 
ing hardware jobbing trade. Give full details in 
first letter stating age, education, lines now car- 
ried, territory covered and how often. Address 
Box C-81, care of Harpware Ace, 239 W. 39th 
St., N. Y. City. 


SALESMEN NOW SELLING NON-COM- 
PETING LINES to hardware and plumbing and 
heating trade. Here’s your chance to connect with 
nationally known manufacturer to sell fast-mov- 
ing, established line of quality iron pipe fittings. 
Full cooperation and generous commissions pro- 
vide outstanding opportunity for permanent repeat 
business. Few good territories open; rush full 
details of yourself and experience to Box C-101, 
care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 


A NUMBER OF LUCRATIVE TERRI- 
TORIES (already established) are open to high- 
grade salesmen to represent one of the leading 
razor blade manufacturers, on commission basis 
only. Territory protection assured, liberal rate 
of commission being paid on all direct and mail- 
order business. Preference given to those al- 
ready handling kindred lines and familiar with 
the wholesale drug, tobacco, hardware and candy 
trade. Furnish full details as to experience, ter- 
ritory preferred, etc., in first letter. Address 
Box C-166, care of Harpware Ace, 239 W. 























39th St., N. Y. City. 





2 ta 7.42.2 
Letterheads Py ~ Statements Invoices 
are the Same Price 

500—$1.50 


1,000—$2 5. 2,000—$4.75 
5,000—$10. 
Postage Paid. Send Send 0.0.0. a Order or Will 


Raticfacti 


or Money Refunded 
MAYFIELD PRINTING CO. Mayfield, Ky. 














FOR SALE: MODERN WELL-STOCKED 
hardware store in county seat town in Kansas. 
Address Box C-116, care Harpware AGE, 239 
W. 39th St., N. Y. City. 


NATIONAL DISTRIBUTORS WISH TO 
BUY items suitable for automotive chain stores 
and large buyers. Send samples, quote best prices. 
Address Box C-155, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 


FOR SALE—HARDWARE AND PAINT 
business located on Long Island, established over 
25 years. Sacrificing on account of poor health. 
Address Box C-162, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 


FOR SALE—HARDWARE AND PAINT 
store in city of about 120,000 near Philadelphia. 
Inventory about $5,000 of clean stock. Rent rea- 
sonable. Excellent opportunity. Forced to sell on 
account of health. Address Box C-181, care of 
Harpware AGE, 239 W. 39th St., New York City. 


WANTED TO BUY—A MODERN, stocked 
hardware store in an Ohio or Indiana farming 
community. In reply, please state full particu- 
lars—location, price, approximate inventory, 
number of persons employed, etc. Address Carl 
E. Hunter, 16009 Lakewood Heights Blvd., 
Cleveland, Ohio. 


BUCK TAILS FOR FLYTIEING—three kinds 
irom six to seventeen inches. Hackles. Squirrel 
tails. Polar bear hair. Jungle cock necks. Hooks, 
tinsel, vise, chenille, rooster necks, gut, floss. Fly- 
tieing outfit. Unclaimed deer heads, animals, rugs, 
fish, etc. Glass eyes. Scalps, head forms, shields. 
Address—Hofman’s Flytiers’ Taxidermist Studio, 
991 A Gates Avenue, Brooklyn, N. Y 


FOR SALE—HARDWARE AND PAINT 
business on fine location in g community. 
Modern fixtures. Over 40 years in one family. 
Owner now deceased. Family offers lease on 
property. Only those wishing to continue busi- 
ness on the premises considered. Inspection in- 
vited at all times. Harrisburg, The Capitol City 
of Pennsylvania. Address Box sh care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





























MANUFACTURER OF 
PAINTS, VARNISHES, ENAMELS 
¥ yoo OHIO, 
WANTS CONNECTIO 
ING ORGANIZATION OR LARGE CON 
WILL FORMULATE AND SHIP ON A PROPO- 
SITION TO BENEFIT yo ge PARTIES. 
ADDRESS BOX C-158. 
SARs OF HARDWARE AG 
239 W. 38TH ST., N. Y Orr 
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BUSINESS OPPORTUNITIES 


POSITIONS WANTED 


POSITIONS WANTED 





I WANT TO BUY ESTABLISHED hard- 
ware and paint business. Must be active, good 
location within fifty mile radius of New York 
City. Proposition must be attractive and stand 
strict investigation. Please give reason for sale. 
I am in position to give immediate action. Ad- 
dress Box C-180, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 


SALES ACCOUNTS WANTED 


MANUFACTURER’S AGENT WITH BOS- 
TON HEADQUARTERS, covering New England 
hardware jobbers, plumbing jobbers and _ mill 
supply trade, desires additional major line. Can 
assure effective distribution to responsible manu- 
facturer. Address Box C-164, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 


MANUFACTURERS’ LINES WANTED 
FOR HARDWARE AND ELECTRICAL SUP- 
PLY TRADE IN STATES OF ARKANSAS, 
ALABAMA AND MISSISSIPPI. STRAIGHT 
COMMISSION BASIS. ONLY COMPLETE 
LINES OF RESPONSIBLE MANUFACTUR- 
ERS CONSIDERED. CORRESPONDENCE 
INVITED. ADDRESS BOX C-126, CARE OF 
HARDWARE AGE, 239 WEST 39TH ST., 
NEW YORK CITY. 


POSITIONS WANTED 


ADVERTISING MGR. AND ARTIST 


30 YRS. OLD—10 years’ experience in sales pro- 
motion, direct mail, display, newspaper and trade 
journal advertising; am also EXPERIEN 

ARTIST—can do finished art work and layouts. At 
present with large quality brush manufacturer but 
want more chance for advancement. PROTESTANT 
—MARRIED—2 children. Willing to go anywhere 
within reason. Write me for further details. 

Address a 2; —. care a. . —_— AGE, 


i. 39th St., N. Y. le mY 



































MAN ACCUSTOMED TO SELLING HARD- 
WARE, auto accessories and paint, desires posi- 
tion with manufacturer traveling Middle West, or 
Eastern territory. If you are looking for a real 
live wire, would be glad to hear from you. 
Drawing account and commission. Address Box 
C-161, care of Harpware AGE, 239 W. 39th St., 
me. V. Ci. 


SALESMAN: TEN YEARS’ EXPERIENCE 
AND acquaintance in Metropolitan New York 
selling leading hardware and housefurnishing job- 
bers, dealers, chains, syndicates and department 
stores is now available. If interested in conscien- 
tious and aggressive representation, write for fur- 
ther details. Highest credentials promptly fur- 
nished. Address Box C-156, care of HarpwaArEe 
Ace, 239 W. 39th St., N. Y. City. 


MANUFACTURER’S AGENT WANTS 
LINES FOR distribution in St. Louis and vicin- 
ity to manufacturers, jobbers or dealers. Ad- 
dress Box C-149, care of Harpware Acg, 23 
W. 39th St., N. Y. City. 











POSITION WANTED—BY EXPERIENCED 
HARDWARE MAN. On the road or in the 
office. Can estimate and figure builders’ hardware 
from blue prints or anything connected with the 
hardware line. Address Box C-175, care of 
Harpware AGE, 239 W. 39th St., N. Y. City. 





WANTED POSITION AS TRAVELING 
SALESMAN, with real live hardware concern. 
Very best of references furnished. If you are 
looking for a real live wire, would advise answer- 
ing this advertisement. Commission and draw- 
ing account. Address Box C-160, care of Harp- 
WARE AGE, 239 W. 39th St., N. Y. City. 


A THOROUGHLY EXPERIENCED RETAIL 
HARDWARE man wants position as manager of 
retail store or clerk. Twenty years’ experience 
in the retailing of general hardware and allied 
lines. A capable buyer and especially expert in 
store arrangement and the displaying of mer- 
chandise. Address Chas. L. Harder, 1106 E. 
Knapp St., Milwaukee, Wis. 








YOUNG MAN WITH EIGHT YEARS’ ex- 
perience in retail hardware and implement busi- 
ness desires to make connection with wholesaler, 
manufacturer, implement, or retail establishment. 
Age 29, college education, unmarried, willing to 
locate anywhere. Best of references. Address 
Box C-169, care of HARDWarE AcE, 239 W. 39th 
Se. N.. ¥.. City. 


POSITI Oo N WANTED—AFTER NINE 
YEARS’ experience with same firm as electrician, 
plumber, steam fitting, hot air heating, oil heaters, 
metal roofing, etc., in prosperous village of 2,000, 
personal considerations force me to make a change. 
A-1 references. New York or Northern Pennsyl- 
vania community preferred. Address Box C-107, 
care of HarpwareE AGE, 239 W. 39th St., N. Y. 
City. 


HARDWARE MAN, FORTY-THREE YEARS 
of age, thoroughly experienced in retail and 
wholesale hardware, paints, sporting goods and 
kindred lines, both inside and outside, desires a 
position with responsible retail firm. Capable of 
buying, bookkeeping and store management. Sal- 
ary secondary. Free to go anywhere. Middle 
West or South preferred. Address Box C-30, care 
of Harpware AGE, 239 W. 39th St., N. Y. City. 


SINGLE LADY WITH SEVENTEEN 
YEARS’ experience as manager and owner of 
one of the oldest hardware, furniture and farm- 
ing implement business in South Florida, com- 
petent to do anything connected with a business 
except stenographic. Reason for change—hay- 
fever and asthma. Want a position in the West 
or Southwest. Best of business references; 
photo will be sent on request. Address Box 
C-148, care of HarpwAare Ace, 239 W. 39th St., 
N. Y. City. 


EXPERIENCED HARDWARE MAN SEEKS 
EMPLOYMENT in store—understands hardware, 
paints, plumbing supplies, builders’ hardware and 
store arrangement. Key-maker, window dresser, 
chauffeur’s license. Electrical and general re- 
pairs, manufacture window shades, window dress- 
ing. Exceptional over-the-counter salesman. Ca- 
pable and efficient. Best references. Willing 
worker—good ideas. Will leave town. Address 
Box C-179, care of Harpware Aczg, 239 W. 39th 
Bis ms =. COM 

















SALESMAN CONTACTING HARDWARE 
AND HOUSEFURNISHING jobbers, chain and 
department stores in Metropolitan New York 
area desires connection with manufacturer of 
products saleable to these outlets. Address Box 
C-170, care of HarpWARE AGE, 239 W. 39th St., 
HN. ¥.. City. 


HARDWARE CLERK—YOUNG AND AG- 
GRESSIVE thoroughly experienced retail hard- 
ware, builders’ supplies also paints, tools, plumb- 
ing and electrical supplies, desires to locate per- 
manent position where hard work and production 
will be appreciated. Compensation secondary to 
advancement. Best references for honesty, relia- 
bility and production. Address Box C-172, care 
of HarpwareE AcE, 239 W. 39th St., N. Y. City. 








I WANT TO CON TACT A man who wishes 
to retire from active business. Fifteen years 
sales and managerial experience with the most 
progressive and successful hardware store in New 
England ably fits me to manage or operate, In- 
terested only in New York or New England. 
City or town under 25,000 preferred. Address 
Box C-154, care of Harpware AGE, 239 W. 39th 
St.. N. ¥. City. 

THOROUGHLY — “EXPERIENCED BUILD- 
ERS’ HARDWARE MAN will be open for posi- 
tion after August Ist. Has handled all classes 
of buildings, from the writing of specifications 
to the collection of accounts. Would be willing 
to take complete charge of a department. Open- 
ing must have business available in sufficient 
volume to assure respectable income. Address 
Box C-182, care of HarpwAre Ace, 239 West 
39th St., New York City. 


HARDWARE SALES’ EXECU TIV E, 15 
YEARS’ EXPERIENCE in sales direction and 
promotion, is seeking position with Eastern or 
Southern hardware jobber. Thirty-eight years 
old, unquestionable references as to character and 
ability. Now representing a National Corpora- 
tion, desires change to become permanently lo- 
cated and eliminate continuous traveling. Ad- 
dress Box C-165, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 


ADMINISTRATIVE EXECUTIVE IN OF- 
FICE MANAGEMENT, systematizing credits, 
sales, collections, purchasing, correspondence, and 
sales promotion; while employed seeks a connec- 
tion where some top man wishes to increase busi- 
ness and delegate some of his burdens. The 
Company should be handling merchandise for in- 
dustries, farming, builders and contractors and 
may retail as well. This man can bring vision 
and accomplishments—University education, Chris- 
tian and married. The company may be in a small 
community but if good rating—believe they want 
to go further and become an outstanding factor 
in business, then for complete details write 5455 
Jonquil Ave., Baltimore, Maryland. 














Hardware Personnel 


Our files contain applications of several hundred ex- 
perienced and well-trained employees in the hard- 
ware industries. 

NO CH HARGE bia ser rayens FOR THIS 


a you, just 
M MSsOCIATED “PLACEMENT BUREAU 


152 West 42nd wt New York City 
WIS. 7-1802, 1803 

















FALL is Coming— 


and with it the beginning of a New Business Year. 


Be sure your sales force is Adequate to insure your getting 
your share of the increased Business of 1937. 


If you have an opening for one or more GOOD MEN-Let 





them know about it through the Classified Advertising Pages 
of HARDWARE AGE. 
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Step Up Your Profits! 


Star Heel Plates, like peppy autos, are 
quick on the start—they move rapidly 
and “Step up” your profits. 


STAR 
HEEL PLATES 


come in 9 popular selling sizes—to fit 
all sizes of shoes. 14 gross pairs in box. 
Also assorted 3 pairs on cards. Sold by 
Leading Jobbers. Send for Samples 
and Prices. 


STAR HEEL PLATE CO. 
J. 


NEWARK, N. 


o 


GOCGGOGOG 


















PITTSBURGH PAINT PRODUCTS 


are the fastest selling line of paints in America be- 
cause they’re backed by the biggest selling idea in 
paint history — “One-Day Painting.” This, plus the 
Pittsburgh Time-Payment Plan, is giving Pittsburgh 
dealers their biggest season in years. Investigate! 


PITTSBURGH 


. A | Mb, 
An | PLATE GLASS COMPANY | Ylass 


+ PAINT DIVISION, PITTSBURGH. PA 





Makers of Walihide Paint . Waterspar Enamel and Varnish ¢ Florhide « 


Sun-Proof Paint © Gold Stripe Brushes ¢ Polished Plate Glass « Pennvernon e 


Window Glass ¢ Carrara Structural Glass * Mirrors « Duplate Safety Glass 


























REAL sales representa- 
tives advertise in the 
"Sales Accounts Wanted" 
columns of the classi- 
fied advertising section 


of HARDWARE AGE. 








JULY 16, 1936 


| 
| 





VICTOR 

ONEIDA JUMP 

NEWHOUSE 
TRIUMPH 
GIBBS TWO TRIGGER 
GIBBS SINGLE GRIP 





Good season ahead for trappers! Interest is high... 
fur prices up. Time to order for stock. Meet every 
trapping demand. Your wholesaler can supply you. 


ANIMAL TRAP COMPANY OF AMERICA 


LITITZ, PA. NIAGARA FALLS, ONT. 


ADVERTISED 





























That means MORE SALES 
FOR YOU ¥ 


on the Uniform 
NUT MEAT CHOPPER 

and the Metco 

FOOD GRATER 


You'll find these two handy 
kitchen items popular and 
profitable summer- 
sellers. Take advan- 
tage of their national 
advertising. Even a 
small display will give you a 
tie-in with it. Feature con 
venience and low price. Chop- 
pers sell at 50¢;graters at 69¢ 
Other models priced higher 


METWOOD MFG. CO. 














VAUGHAN’S Famous line of new Catalin 


handle utility items is selling 
fast now. All metal parts are heavily nickel plated. 
Each item guaranteed. Red and Green Catalin Handles. 
Send for Prices and Details on this Complete Line. 


VAUGHAN NOVELTY MFG. CO., INC. 


3211-25 CARROLL AVE. CMICAGO, ILL., U.S.A. 















Halter 2d Dog Chains 


<"“ ACCO 


X. SPECIALTIES 


For chain and chain specialties of all 
kinds ask your jobber for ACCO— 
the brand of best materials and best 





workmanship. 
AMERICAN CHAIN COMPANY. Inc. 
BRIDGEPORT, CONNECTICUT 


WORLD'S LARGEST MANUFACTURERS 
OF WELDED AND WELDLESS CHAINS 
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ECONOMY YARD DRYERS 


Umbrella type, with 

welded steel post gal- 

vanized and galva- 

nized malleable cast- 

ings. Long wood 

arms and steel support arms 
enameled attractive green. Can 
be removed from ground box 
(which is included), when not 
in use. No. 4 L Dryer with 4 
lines, 100 ft. cotton rope—No. 5L 
Dryer 5 lines, 130 ft. Both profitable sellers. 


THE MOULTON LADDER MFG. CO. 


SOMERVILLE MASS. 
New York Distributor: H. KORNAHRENS, INC. 


No 4L 
dryer has 
11 foot 

arm spread 


No. 5 L has 
14 foot spread 








" QSBOR» * 
BRUSHES 


mean more profit from your brush counter. 


Ask your jobber. 
THE OSBORN MANUFACTURING COMPANY 
5401 Hamilton Avenue Cleveland, Ohio 


& Sales Offices: New York-Detroit-Chicago-San Francisee & 





























en: | * * 


-2°R® 2 D jo your O 
NEW YORK, CHICAGO, BOSTON, ATLANTA, DALLAS, DETROIT, SAN FRANCISCO 





Most imitated nozzle on 
the market — that’s the 
Boston Nozzle. Never 

| equalled in quality. 
|} Simple. Substantial. 

/ Fastest seller anywhere. 
Mm Each Nozzle packed in 
| separate carton. 12 car- 
_ tons in full color 


play packages. 
THE 

BOSTON 

NOZZLE 

















? THIS NEW ALL-METAL 
i FREE REVOLVING DISPLAY 
CABINET 

A display of Moore Push- 

Pins, glass and aluminum 

heads, and pushless hangers, 

will ring up many an extra dime 
on your cash register. 





A new revolving display cabinet is 
given free with an order for 72 
assorted window front packets. 
Start today to increase your pro- 
fits... order from your jobber. 


MOORE PUSH-PIN CO. 
113-125 Berkley St., Phila. 











Genuin° DOMES ¥ SILENCE 
SLIDE SILENTLY - SOFTLY- SMOOTHLY 
40$ SET- IOS SET~- 10¢ SET SAVE FURNITURE 

ag & FLOORS-CREATE QUIET 

Look for words DOMES of SILENCE” 
” INSULATED- NOISELESS FOR TILE 


CEMENT OR MARBLE FLOORS IN 
BATH ROOMS. RESTAURANTS, ETC. 


LARGE SIZE FOR METAL & WOOD BEDS 
y LARGE CHAIRS & ALL FURNITURE... 
Ask your Jobber— 
If he is not supplied, write to 


DOMES of SILENCE, Inc., 35 Pearl St, N. Y. C. 
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To completely satisty your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in %4 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 


WATERPROOFED - GUARANTEED 


Silver Lake Sash Cord 


NTEED Ff 
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Paints 
Varnishes 


Vigan \\ LAG 


GLIDDEN for Positive Profits!” 


@ You may have a lucky break. Maybe 
you're just naturaliy smarter than the 
other fellow. But if you’re the kind 
that wins on the turn of a card, you 
may also /ose just as easily. 


The Glidden proposition is no gamble. 
It’s not a case of may win. It’s a case of 
“you do win.” And we’ re absolutely con- 
fident that we can show you a substantial 
increase in sales with the Glidden line! 


We've done it for thousands of other 
dealers—and they’ll back us up to the 


limit. The Glidden line plus the Glidden 
sales and merchandising plan does work. 


It’s a combination that brings people 
into your store, brings them back again 
—and again—and again, rings the cash 
register, and builds you up as a success- 
ful merchant in your community. 


It’s worth trying, this Glidden proposi- 
tion. All you have to do is tell us that 
you’re interested. Then leave the rest 
to us. Why not write today! 


THE GLIDDEN COMPANY « National Headquarters, Cleveland, Ohio 


Factories or 
Branches in 
Principal 


= GLIDDEN PAINTS 


Everywhere on Everything 
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Overnight 
Delivery 
Service to 

Your Door 


Lacquers 
Enamels 


1845~Sappieicns NjvETY- THREE YEARS OF HONORABLE SERVICE~1956 








INSIDE LOCK SETS 


WE 


CARRY 


A WELL-BALANCED 
STOCK OF THE ENTIRE 
RANGE REQUIRED, FROM 
1 |@, MODERN SKYSCRAPERS 
tacona “ TO THE ORDINARY TOWN JOB 


DESIGN LA VILLE 
DESIGN 











NSE TOIREY || RUA 
MINUTE — HAVE METAL, BRASS FRONT 
EYE APPEAL AND STEEL elele)- me a 8 











LATCHES 

















© 


Fike 
NORLEIGH Re DIAMOND 2. 


— 











_) WE ARE ASK OUR 
===) CONTINUALLY INES VN 
ds ADDING TO SHOW YOU 
RIM NEW PATTERNS OUR COMPLETE LA VILLE 

KNOB AND IDEAS LINE DESIGN 


LOCKS INSIDE 
LOCK SETS 














INSIDE 


LOCK SETS OUR SERVICE DEPARTMENT IS 
ae ALWAYS AT YOUR SERVICE. 


LET OUR EXPERTS PREPARE 
YOUR ESTIMATES, ALSO 
SOLVE THE VARIOUS 
PROBLEMS WHICH 
FREQUENTLY 
ARISE. 




















LA MONA DESIGN LA VERNE DESIGN 




















“DIAMOND EDGE 1S_A QUALITY PLEDGE” 


Shapleigh National Series No. 1793 HARDWARE AC! 
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